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Brute strength alone isn’t enough in a Safety Switch . . . particularly 


in a high capacity, heavy duty unit. What really counts is the ee a oe = 
mechanical design. That’s why Colt-Noark Heavy Duty Switches current is ruptured at four distinct 
have proved so popular for industrial service where the going is — wy 3 po bom = 
tough. The QUADBREAK and DUALBREAK Mechanisms have been that in turn means longer life, greater 
designed with features that really stand for efficient operation . . . weeds 

long life . . . and absolute safety. Their rugged, roomy cabinets are DUALBREAK .... in the 250 
important .. . but real efficiency begins in the switching mechanism amar & coenier ade ee — 
itself. That’s why you can sell and install these switches with perfect Both Quadbreak and Dualbreak units 


have Quick-Make and Quick-Break, 


confidence in their ability to deliver satisfaction. They are available and Interlocking Covers. 


in capacities up to and including 1200 amperes. 


Pacific Coast Representative, The Frank H. Bran Company, San Francisco and Los Angeles 


COLT’S PATENT FIRE ARMS MFG. CO., Electrical Division HARTFORD, CONN. 


100 Years of Manu 
facturing Experie nce - 
is back of every Colt 


a SWITCHES INDUSTRIAL CONTROL EQUIPMENT FUSES 






































INTERCOMS 


Common - talking, selec- 
tive-ringing systems in 
capacities of two to 
eleven stations. Beauti- 
fully designed, and dur- 
ably constructed for long 
faithful service. Operate 
from dry cells or battery 
eliminators. 





SERV-U-FONES 


Inexpensive common- 
talking systems in ca- 
pacities of two to ten 
stations. Conveniently 
packaged, attractively 
priced, simple to in- 
stall. Dry cell oper- 
ated. 





AUTOMATITL 


PRIVATE 


Sales and Service Offices in Principal Cities 

















AUTO-COMS 


Deluxe dial type inter- 
com. system, providing 
selective talking and se- 
lective signaling service 
for a maximum of ten 
stations, permitting as 
many as five simultane- 
ous conversations. Re- 
quires no automatic 
switchboard. 


P-A-X 


Private Automatic Exchange 
systems in capacities of ten 
lines to a _ thousand — or 
more. Use standard auto- 
matic telephones and _ pro- 
vide for special communica 
tion services such as Code 
Call, Conference, Executive 
Priority, etc. 


PRIVATE 


INTERIOR 
TELEPHONES ? 


You have many opportunities to “plug” private 
interior telephone systems and thereby cut yourself 


in on some extra profits. 


And now is the time to push interior telephones as 
business has really become communication conscious, 
genuinely appreciates the value of intercommunica- 


tion facilities and-—most important—is ready to buy. 


As the nature of this equipment places it in your 


field, you are the logical supplier. Go after this 





husiness—we’'ll help you! 


Automatic Electric, for over 40 years manufac- 
turers of both public and private telephone equip- 
ment, offers private interior systems to fit any office, 
shop, factory or home. Shown on this page are four 


of the many types of systems available. 
Our field representative will be pleased to supply 
you with literature, prices and discounts as well as to 


work with you on particular jobs. Call on him. 


ELECTRIC 


INTERIOR TELEPHONE SYSTEMS 
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AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Iilinois 


In Canada: Canadian Telephones & Supplies Limited, Toronto 
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ON THESE RURAL LINES 


100% SQUARE D MULTI-BREAKER INSTALLATIONS 











ON THE FARM 


IN THE CHURCH \ 


@ The Square D Multi-breakeR is a “natural” for your 
contractors who go after rural electrification jobs. Simple, 
reliable and tamper-proof. No fuses to replace. No need- 
less service calls. Show them that it pays to sell it. Call 
in a Square D man if you aren’t familiar with all the 
facts behind the Multi-breakeR. 


SQUARE J] COMPANY 


DETROIT- MILWAUKEE-LOS ANGELES 
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IN THE SCHOOL 








CALL IN A SQUARE D MAN 
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LOOKING INTO THE NEWS 
—Good Times? They're Here—Shoemaker's Children? 


HE COVERS HOLLYWOOD BY W. A. CYR 


—And Gives ‘Em Studio Service 


YOU CAN SELL ELECTRIC SIGN SHOPS BY EDWIN L. CADY 


—A Large and Profitable Market 





HOW OFTEN SHOULD YOU CALL? 
—This Survey Tells the Story 


BY JOHN H. FREDERICK 





g BILL WHEELER SELLS MERCURY LIGHTING 
—Trial Installations Help 


BY JOHN A. MURPHY 


PASTE THESE IN YOUR HAT 


4 —Fifteen Ideas for Daily Selling 


LETTERS WILL HELP YOU SELL 
—But Make Them Newsy 


BY B. GORDON FYFE 


BY FRANK EGNER 


ARE YOU READY FOR HIM? BY BARON CREAGER 
—Sound Thoughts From a Utility Buyer 


MEN YOU SHOULD KNOW—HENRY CZECH OF MILWAUKEE 


IDEAS FOR THE WAREHOUSE 
—They Lead to Better Service, More Sales 


PLAN NOW FOR CHRISTMAS SELLING 
—Here's How to Do It 


GAUL DIALS THEN SELLS ABOUT RAY GAUL JR. 
—Service Stations Are His Big Outlets 


DEPARTMENTS 


SELLING APPLIANCES 

NEW PRODUCTS TO SELL—APPLIANCES 

NEW PRODUCTS TO SELL—SUPPLIES AND EQUIPMENT 
NEWS, NAMES AND FACES 
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Now presented in white IVORYLITE — as well as brown Another feature number is 1916 — Plate and Duplex 


Receptacle Unit molded in one piece — now available in 
IVORYLITE or brown Bakelite. Quickly installed; attrac- 


tively priced, this number isa fast mover on the counter. 


Bakelite — this assortment of taps, socket and plug 


devices has a fresh appeal over the counter. 


Newly added to the line is the handy Pull Current Tap 
No. 7779, in the cream-tinted white IVORYLITE and 
brown Bakelite. Pull chain controls the lamp outlet; 


Taken in all, here’s a hand-picked group, nicely made 
yet competitive priced, to corral those profitable counter 


the double plug outlets are connected in multiple. sales now attracted elsewhere. 


Write for catalog data-sheet listing the line COMPLETE. 


— 


SOLD THROUGH YOUR HART &e HEGEMAN DIVISION pEictitcat WHOLESALER) 


THE ARROW-HART & HEGEMAN ELECTRIC CO. a 
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LOOKING 





INTO THE NEWS 


SHOEMAKER’S 


CHILDREN ?— Remember that old one about shoe- 
makers who were too busy or too indifferent to take 
care of their own kids’ shoes? It was a big laugh— 
a big joke. But how about ourselves? The other 
day we called at a wholesale house to see the boss. 
He was up on the second floor. So we headed for 
the staircase. It was dark and there wasn’t a lamp 
in sight, so the railing came in handy. The same 
condition is true of many warehouses. The boys waste 
time feeling around in the bins, trying to fill an order. 
Good lighting saves time, reduces mistakes, eliminates 
headaches—isn’t that what we tell our customers? 


* 


LOANS TO 
SMALL BUSINES §$— Thousands of small business 


men have applied to Washington for loans under the 
new R.F.C. program. Thousands more are ex- 
pected. For money is now available to small indus- 
try as never before and it looks as though it is going 
to be used. When a low interest investment can be 
applied to reducing production costs or increasing 
profits in some other way—the idea just naturally 
appeals. 

How many customers have you whose attention 
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should be called to this? Where can you couple 
this new financing with recommendations for new 
lighting, motors, control or re-wiring, and get 
some business now ? 


IT’S ALL 
YOUR OWN—tThe boss says, “John, you take the 


upper part of the state. That’s your territory. Every 
bit of business in it is yours.” So John steps out on 
his own. In reality he is operating his own busi- 
ness, for like most wholesalers’ salesmen, John works 
on a commission or bonus plan, so the more he sells 
at a profit, the bigger his pay check will be. And if 
the boss treats him fairly he shouldn’t complain. He 
is running his own business without any of the wor- 
ries of payrolls, taxes, credit risks and general oper- 
ating costs. 


* 


STOKERS 
GET HOT—Last year 20 per cent more domestic 


coal stokers were sold then in 1936. Now comes 
General Motors with a new one and General Electric 
is on the way. A lot of other big companies are 
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already making them. The machines give good 
service and prices are down and they heat cheaper 
than oil and the public is interested. Even the coal 
people are waking up and starting to merchandise 
their fuel. 

Here’s a market that numbers every home in 
the land that does not use an oil or gas burner. Of 
course, this means most of them, and there are these 
homes of customers of your own contractors and 
dealers. There is an opportunity worth a lot of care- 
ful figuring by electrical wholesale houses. And the 
time to start figuring is now, because this appliance 
is best sold before cold weather comes again. 


“BINGO” SHOUTS 

MRS. MURPH Y—Mrcs. Murphy is nuts about bingo. 
She’s out to beat Mrs. Cohen and Mrs. Brown. And 
every week all over the land they’re covering the 
numbers—And so what ? 

Well, the caller uses a microphone. His barking 
goes over a sound system. And there are a lot of 
prizes. Bingo is a big market. It is worth a little 
thought—if you want to make a little more money. 


APPLY THIS 

SEX APPEAL— The other day in Trenton a con- 
tractor walked into a wholesale house and approached 
the counter. He was about to bump into a life size 
cutout of a pretty girl that was standing by a range. 
He stopped, took off his hat and apologized—then saw 
the joke. 

“Well can you beat that” he said to the clerk. “I 
thought it was a real dame. It ain’t honest to make 
‘em look that good.” 

You can credit that compliment to the manufactur- 
er’s advertising man. They certainly put come-hither 
in their dealer helps now days. And the wholesaler’s 
salesman who does not sell this value to his dealer and 
show him how to use this stuff is not trying very hard 
to make money for his family. Neglecting this live 


selling influence is just plain dumb. 


* 


RECORDS 
BACK AGAIN—When phonographs came along 


tolks got lazy and pushed their pianos aside. Then 


came radio, and phonographs were gently bowed out. 


Sut during the last two years a change has taken 
place. Pianos have staged a strong comeback 

fine. But electrical distributors are more interested 
in the public’s renewed interest in phonographs. 


6 








Maybe swing did it. At any rate records and phono- 
graphs are selling again and they are profitable. So 
swing up on the bandwagon. 


* 


GOOD TIMES? 
THEY’RE HERE NOW—Nope, we're not Polly- 


annas. The selling outiook has been looking better 
since early in the summer. And that rise in the 
stock market kicked it along faster. Now along 
comes Dun & Bradstreet’s July 15 report and it’s 
plenty encouraging. We quote: 

“Demand broadened for refrigerators.” 

“Many rush shipments of electrical appliances werc 
requested for the first time this summer.” 

“Fall buying gathered further momentum in the 
principal wholesale markets this week.” 

“Building material demand turned stronger, as fur- 
ther momentum was gained by the national home- 
building drive. Success of the latter was indicated by 
June building permit values, which rose to the highest 
since January.” 


JUST WHAT WE 
WOULD EXPEC T—No matter how confident you 


are of basic principles, it’s always good to have 
them demonstrated again. The news that Bruns- 
wick-Balke-Collender has seen the light is, there- 
fore, welcome. 

This big company has sold its refrigerator line 
through its own 40 factory branches and 700 retail 
salesmen. In January it swung over to wholesale 
distributors. It now announces that, with its broader 
coverage, it is running more than double last year’s 
sales. 

It costs money to set up distribution over this 
broad land. It pays to use established facilities. 


Brunswick-Balke has found it out. 
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AS PER OUR 
PROMISE / 


The CLEVELAND 
CONDUIT HANGER 
FOR EASIER QUICKER NEATER 

WIRING INSTALLATIONS 











MT! 


CLEVELAND SWITCHBOARD CO. 


2927 E. 79th STREET CLEVELAND, OHIO 
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In movieland they do big things 
fast, and Hrabetin keeps in step 


By W.A. Cyr 


a secret of selling the movies 
is the same as for other cus- 
service. But the 
more of it than any 
other customers I know of,” says 
Jim F. Hrabetin, supply salesman 
for Listenwalter & Gough, Inc., Los 
Angeles. 

“For instance, moving picture stu- 
dios, such as Metro-Goldwyn-Mayer, 
use spectacular effects. These may, 
and often do, require lamp cord and 
sockets by the thousands. One pic- 
ture, ‘Broadway Melody,’ used 8000 
miniature lamps, 8000 miniature 
lamp sockets, and 25,000 feet of 
twisted pair black lamp cord to out- 
line a city scene’s background with 
lights and stars. 

“What this means to the whole- 
saler’s salesman is that the studio ex- 
pects delivery immediately—yester- 
day, in fact. Then too, the items 
themselves are often unusual. Who 
would imagine it would be necessary 
to keep so many miniature lamps in 
stock? Yet the wholesaler’s sales- 
man who wants to sell a studio suc- 
cessfully must be able to deliver. 

One time a studio asked Jim to get 
it 500 flashlights and 2000 batteries, 
all sealed up in waxed paper pack- 
ages, air and water tight—for a trip 
to Alaska. Why flashlights for 
Alaska? The director planned to use 
a mob of Eskimos for supers, and 
he was taking flashlights with which 
to bribe them into acting, to make 
them happy. Eskimos, it seems, will 
do anything for a flashlight. 

When a studio wants fans, it also 
wants them right away. One Friday, 
Jim was asked to rush sixty-five 12-in. 
oscillating quiet fans, in special fin- 
ishes to a studio for installation in 
the various stars’ dressing rooms over 
the week-end. Jim worked all that 
week-end rounding up stock, getting 
the special finishes sprayed to match 
dressing room decorations, and deliv- 


tomers—give ‘em 


studios want 
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ering them to the studio for instal- 
lation. 

“You never know what a studio 
may order,” says Hrabetin, “but you 
try to be prepared with everything 
they might possibly need. You get to 
know the way they work. A set is 
usually made up for one or two 
scenes of a picture. Everything is 
temporary. That’s why the studio 
electricians order miles of twisted 
pair black lamp cord. It doesn’t pay 
to salvage much at electricians’ wage 
scales. That work is left until some 


HE WANTED TO MAKE MORE MONEY! 


SALESMAN 





Spectacular scene from The Great Zieg- 

field, a Metro-Goldwyn-Mayer production 

in which thousands of miniature lamps 
were used for stars of the Milky Way 


Jim Hrabetin, salesman for Listenwalter 
& Gough, Inc., Los Angeles. His specialty 
is selling the moving picture studios 


quiet period when the 
stripped and burned. 

Jim’s so used to giving extra fast. 
personal service to his studio custom- 
ers that he has the habit of giving it 
to everyone. He calls it “Studio Serv- 
ice.” For example; when a big Los 
Angeles department store suddenly 
realized that hot weather was inevi- 
table and decided to make a big sale 
of electric fans, he gave them “Stu- 
dio Service” too. He had to deliver 
every fan he could get his hands on 
for the Monday morning opening of 
the sale. It took all day Saturday 
and Sunday to do it. 

But when a customer needs “Stu- 
dio Service” it is a good idea for any 
wholesaler’s salesman to see that he 
gets it. 


sets are 











All the signs you see in every city make 
a big market for supplies and accessories, 
for sign shops are always busy, always 


buying. 


By Edwin Laird Cady 























HE electric sign business always 
has been a sweet market. It 
started, in the horse and buggy days, 


with a wedding between a paint 
slinger and an electrician. Now its 
family includes electrical engineers, 
glass blowers, color psychologists, 
enamelers, advertising counsellors, 
artists, interior decorators, illumina- 
tion engineers, architects and_ tin- 
smiths. Definitely, this business is 
going places. 

Brilliantly glowing tubes that mod- 
ern sign shops supply, are being put 
around clock faces, mirrors in dress- 
ing rooms, ceilings for indirect light- 
ing, automobile bodies for advertis- 
ing, stairways for safety, and the like. 
Probably as much colored illumina- 


~ 


tion will soon be used indoors as on 
exteriors, with supply business divided 
accordingly. 

New things for this business are 
always coming on the market and the 
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Shop work is highly specialized. 
This man works on tubes in an 
upstate New York sign shop. 


work is getting more complicated. 
The days when almost anybody could 
deal himself into the sign business 
are gone. The sign manufacturing 
shops have real equipment, backed 
with real capital. They are good cus- 
tomers if you are ready for them. 
And they are starting right now to 
modernize. 

With all of the new gadgets com- 
ing out, this market is changing so 
fast that there are very few depend- 
able figures on it. Somewhere be- 
tween 1000 and 5000 electric sign 
makers and installers exist according 
to how far down the scale you want 
to go. There is at least one in every 
city who is worth selling. They do 
over $75,000,000.00 annual volume, 
perhaps double that. There are also 
the shops which are nothing more 
than order-takers for manufacturers. 
Look for those who actually make 
signs, who have plants to bend the 





SHOPS 


tubing and fill it with gas. You will 
find that some electrical contractors 
are doing this. 

In the larger sign shop, contact 
several departments. These may be 
handling gas or Neon (several gases 
are used, not all is Neon), sheet 
metal, painting, enameling, electrical 
work, sign maintenance and erection. 
Some shops have all of these, others 
farm parts of the work out. 

In the glass shop, requirements are 
becoming more and more exacting. 
That means modernization. “Tubes 
are cleaned by electrical bombard- 
ment, a tricky process which takes 
lots of special electrical equipment. 
See the superintendent, and the elec- 
trical engineers. 

The sheet metal shop uses just 
about every kind of portable electric 
tool, from drills to Unishears. Also 
motors, switches, safety devices and 
supplies for the heavier machines. 
See the foreman. 

To the paint shop, sell sprayers 
and exhaust fans and other supplies. 
See the foreman. 
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The enameling is commonly farmed 
out. Only the biggest firms do this 
work themselves. But when you do 
find one, see the superintendent. 
Electric heat is going big in the 
enameling field. 

In addition to lamps, receptacles 
and wiring, the electrical department 
may be responsible for the selection 
of transformers, flashers, time 
switches and other accessories used 
with the signs. And the right elec- 
trical equipment can make a 50 per 
cent difference in the amount of 





power needed to run a sign. See the 
superintendent. 

The maintenance and erection de- 
partment will have a fleet of trucks. 
Each truck is likely to be a small 
electrical and iron working shop in 
itself. Every kind of portable tool is 
carried. The outside force of a sign 
shop may have as many men as the 
whole production and sales organiza- 
tion. See the superintendent, and 
show him how you can save time for 
his trucks. 


(Continued on page 59) 




















adapters 
asbestos fingers 
anchors, screw 
attachment plug caps 
blow torches 
bolts, expansion 
bushings 
clamp 
panel opening 
porcelain 
pyrex 
bombarders, high frequency 
cable 
arc welding 
armored and non-metallic 
assemblies 
duplex braided 
extension posts 
lacquered 
mica finish 
non-metal sheathed 
supports 
rubber & lead covered 
choke coils 
circuit breakers 
circular snips 
clamps 
clips, insulated 
fahnstock 
metal 
rubber 
clip jumpers 
clock mechanisms 
clocks 
compensators 
condensers 
conduit 
rigid and flexible 
straps 
connectors, wire 
contactors 
controllers 
converters 
cord 
armored 
cottonweb 
galvanized steel 
lamp 
primary 
portable 
rubber covered 
sets 
twisted 
couplings 
cutouts 
elbows 
electrodes 
end caps 
holders 
housings 
insulators 


Some Things You Can Sell To Sign Shops 


ferrules 
fittings 
bushings 
conduit and tubing 
connectors 
covers 
hole straps 
nipples 
nuts 
wall adapters 
flashers 
alternate 
border chaser 
direct current 
high speed 
high voltage 
speller 
floodlighting apparatus 
fuses 
fuse blocks 
gauges 
glow coil heaters 
glow coil units 
grommets 
grounding devices 
heater units 
high frequency units 
hoists, chain 
hole saws 
insulation 
composition 
phenolic sheets and blocks 
insulators 
high tension 
guy strain 
kits 
knobs 
ladders 
lamps 
mazda 
neon glow 
lamp sockets 
lock nuts 
lugs, solderless 
magnets 
control 
hand 
meters 
motors, small 
motor driven units 
blowers 
boosters 
condensation pumps 
converters 
pumps 
vacuum pumps 
name plates 
nipples, chase 
outlet boxes 
panel boards 


plugs 


porcelain 
cleats 
cable supports 
clamp bushings 
housings 
shapes 
portable electric 
drills 
grinders 
hammers 
hammer adapters 
reamers 
saws 
screw drivers 
shears 
soldering irons 
sprayers 
raceway 
radio interference eliminators 
receptacles 
reflectors 
rheostats 
resistors 
sheet mica 
sockets 
solder 
flux 
paste 
spellers 
switches 
automatically timed 
ceiling pull 
contacts 
entrance 
foot controlled 
flush 
knife 
meter service 
magnetic 
mercury 
open knife 
push button 
safety 
starting 
time 
tape 
asbestos 
friction 
rubber 
varnished cambric 
testers 
tools, all types 
transformers 
tubes 
tubing, electrical metallic 
washers 
lock 
rubber 
welding apparatus, electric 
wire 
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SHOULD YOU CALL? 


By 
John H. Frederick 


VERY wholesaler’s salesman has 
E a certain geographical territory. 
It contains a certain number of cus- 
tomers and prospects. He covers 
that territory once, twice, three or 
It de- 


nature— 


four or more times a month. 
pends on its extent and 
compact city or scattered country— 
and the importance and requirements 
of his accounts. 

Sometimes a man wonders whether 
he is calling too often or not calling 
often enough. Too frequent calling 
wastes the time and energy of both 
salesman and buyer. Not calling often 
enough is just as bad. The problem 
is to strike the happy medium so 
that both customers and _ prospects 
will be contacted at the proper in- 
terval. In order to throw light on 
this problem and help you plan your 
work, electrical wholesalers were 
asked how many times a month their 
salesmen made calls on both pros- 
pects and customers. 

The chart shows that most whole- 
salers think active accounts should 
be contacted once a week or four 
times a month. (This was the opin- 
ion of 38 per cent of those replying 
to our question). A few wholesalers 
(8 per cent of those replying) are 
content to have their salesmen make 
but one call a month on good cus- 
tomers. The same number thought 
three calls a month are enough. Two 
calls per month were considered 
necessary by 33 per cent and more 
than four calls by 13 per cent of the 
wholesalers reporting. 

The salesmen employed by 71 per 
cent of the firms covered by our 
study call on active accounts either 
twice or four times a month. Once a 
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Never call on a customer just because it's 
your day to call. Plan to accomplish 
something definite each time. 


Are you calling too often or not often enough? 


month is not often enough to con- 
tact active accounts, they say, and 
five times appear to be too many. 
But it seems strange that so few 
wholesalers have their men make 
This would 
give much better coverage than the 
two call system without being as 
expensive as the four call method. 
It would require but slight revamp- 


three calls a month. 


ing of territories to make it possible 
in many cases. 

We also asked how often sales- 
men called on inactive accounts or 
prospects. Wholesalers were strongly 
of the opinion that once a month 
was enough (50 per cent of those 
replying thought this). Some even 
thought that less than once a month, 
say every 60 days, was often enough 
(10 per cent of those replying were 
of this opinion). 

An interesting fact brought out 
by this survey was that a consider- 
able number of electrical wholesalers 
think prospects should be contacted 
as often as customers—two times a 
month. ‘This would seem to indi- 
cate not enough calling on customers 
by these wholesaler’s salesmen or too 
much time spent with prospects. A 
small number, 5 per cent of those 
replying, thought prospects should be 
seen more often than twice a month. 
It seems a good rule to contact inac- 
tive accounts not less than once a 
month nor more than twice, since 
selling time is precious. 

In all calling, they say, these are 
some good rules to follow: 

(Continued on page 24) 


Here's 


what wholesalers say in answer to the direct question 


FREQUENCY OF SALESMENS CALLS 


ACTIVE ACCOUNTS (CUSTOMERS) 
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INACTIVE ACCOUNTS ( PROSPECTS) 
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Bill Wheeler of Philadelphia 


Cooperation -+- demonstra- 
tions -+- experience com- 
bination = _ sales 


ILL WHEELER, of the sales staff 
B of the Philadelphia branch of 
the Graybar company, does well sell- 
ing Type H Mercury Lamps. Bill is 
an all-round good salesman, but he is 
a star when it comes to “mercurys.” 
Of course he has a good territory. 
It’s that highly diversified industrial 
section that stretches a mile wide 
through North Philadelphia beside 
the Delaware River, as far East as 
Bristol. But there are four major fac- 
tors in Bill’s success. 


1. Most important of these is co- 
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The workmen will kick if this trial installation of high-bay mer- 


cury vapor lighting is not made permanent. 


That's a sales tool. 





BILL WHEELER SELLS 


Mercury 
Lighting 


By John Allen Murphy 


manufacturer's 
representative. This Graybar man 
works hand-in-glove with Frank 
Moos, one of the salesmen for the 
General Electric Vapor Lamp Com- 
pany, in the Philadelphia district. It 
is a fine example of what team work 
can accomplish in selling electrical 
goods. Here’s the way it works. 
Wheeler has the entree to the in- 
dustrial plants in his territory, is well 
acquainted with purchasing agents, 
superintendents, department heads, 
plant engineers, owners. But he usu- 
ally starts out with the plant engi- 
neer or whoever is responsible for 
the lighting in the situation that he 


HE WANTED TO MAKE MORE MONEY! 


SALESMAN 


operation with a 


is working on. He picks spots where 
present lighting is unsatisfactory or 
where the character of the work 
makes proper lighting difficult. He 
doesn’t tackle the whole factory at 
once. He selects departments that 
have lighting problems. Then when 
the prospective sale is boiling nicely, 
Moos is drawn in, to answer technical 
questions and deal with the peculiar 
difficulties that the job may present. 

Between them, they do their best 
to convince the plant engineer that 
mercury lighting is thoroughly prac- 
tical and dependable. Clear explana- 
tions destroy the ‘mystery’ about 
vapor lighting, the need for trans- 
formers, that sometimes perplexes 


(Continued on page 24) 


13 











































PASTE THESE 


Here are 15 straight tips for Wholesalers’ Salesmen 


that can be used most any day 


By B. Gordon Fyfe 


1. SPICK AND SPAN............. Look 
it. A prospect judges your house 
by your appearance. And an extra 
couple of dollars every now and then 
on a new shirt or an additional clean- 
and-press will make that little dif- 
ference that will lift you right out 
of the background. Next time you 
are waiting outside, look around and 
see how few salesmen have a really 
well groomed appearance. 


2. SMILE...... It costs nothing. And 
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anyway, why look sour? A smile 
goes a long way with a prospect if 
you mean it. 


3. MAKE IT SNAPPY.............. The 
man sitting at the desk wasn’t think- 
ing about you. He was busy working 
on his own problems. Your call was 
probably an unwelcome interruption. 


4. LUE. ..;..... Let the 
talk a little bit. 
scarce in selling. 


prospect 
Good listeners are 
And do you pre- 
fer spending an hour with a friend 
who talks about himself all the time 
or the smarter fellow who lets you 
do the talking? 





5. KNOW.... —your proposition, your 
prospects’s needs, what you are going 
to say, when to start, when to stop. 
The books won’t tell you. Experi- 
ence will. 


6. PROMISE........ —only what you 
can deliver. No more. Promises that 


cannot be made good—are dynamite. 


SS are —never! Selling isn’t 
arguing. Selling is convincing—mak- 
ing the prospect want what you want 
Every day 


him to. salesmen win 


arguments and lose the order. 


8. SHOW HIM........... Let him see. 
Sell him through his eyes as well 
as his ears. Let him handle a sample. 
Show its good points. Take a pencil 
and point out the advantages on the 
Photographs and 
blueprints do the same thing. 


actual product. 


 CUREATE....... 6.05800 By its 
very contrast, understatement of fact 
is an effective selling tool. “It seems 
don’t know if this is 
quite what you are looking for but 

are more effective today than 


to me’—‘T 


the cocksure, ““This is what you need 
Mr. ——’—‘“I know this will do 
the job for you.” 


10. QUIT ON TIME............. If you 
ask for three minutes of a prospect’s 
t me, then offer to quit at the end of 
that time. Your prospect will respect 
you for it. If you have interested 
your prospect he will request you to 
stay. If not, you better leave. 


11. USE THE PHONE............ God's 
gift to salesmen but how few use it. 
You will save yourself many a weary 
twenty minute wait at the reception 
desk if you will only telephone ahead 
for an appointment. 


12. ASK QUESTIONS............. Get 
your prospect’s viewpoint. Then you 
know what you have to fight against. 


13. NAMES SELL........... Use names 
of other users or customers, names of 
friends and acquaintances of the pros- 
pect who have bought. They sell. 


56. SOE POR W.......508: Much busi- 
ness is lost simply because the sales- 
man forgets to ask for the order! 
Come right out and ask for it or you 
haven’t finished your job. 


15. TOMORROW................ ee 
Neither does the order the 
prospect savs he’ll sign and mail. His 
interest will never be keener than 


comes. 


when you are right there. 
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“E VERY ‘Tom, Dick and Harry 
likes to know how the other 
fellow does it; how others solve prob- 
lems that face us. That’s why I 
never lose a chance to write Tom 
and Dick about what Harry’s doing. 
And once in a while an opportunity 
comes to write Harry about some- 
thing Tom and Dick have worked 
out.” 

It was a 
with twenty years of effective expe- 
rience behind him who told me that 
one day in the lounge of Philadel- 
phia’s Benjamin Franklin. He told 
me how he constantly supplements 
his calls with short 


wholesaler’s salesman 


letters to his 
dealer and contractor customers tell- 
ing them the trade news of his trip. 

Believe me, nothing so 
compellingly interesting to the dealer 


there is 


and contractor as “hot” trade news 
such as every experienced salesman 
picks up on his visits from one town 
or one customer to another. And the 
salesman who uses the varied news 
that comes his way day in and day 
out to keep his customers thinking 
of him and pleasantly grateful never 
has to worry about cold shoulders or 
short orders. 

For example, a salesman friend of 
mine, pounding away from one Long 
Island town to another, covers Man- 
hasset and writes his contractor cus- 
tomer in Rockville Centre. 

Dear Bill— 


Just an hour ago I left Black and 
Smith here in Manhasset. I thought 
you'd like to know they have just sold 
the Jenkins Development Co. a lot of 
those new X31 switches I showed you. 
Jenkins is standardizing on this switch 
for all their new houses. Perhaps you 
will want to pass this news along to the 
Canterbury Company. If Jenkins is using 
the X31, they ought to be interested. Hop 
to it kid! The order’s.there. 

Yours, 


Jim White 
Here’s 


“news” 


another example of the 


type of letter that this man 
uses : 


Dear Mr. Smith; 

I’ve just been talking with Mr. Jones 
of the Standard Mfg. Co. in Jamaica. 
He has some mighty interesting perform- 
ance records on those starters you were 
asking me about last week. I’ve given 
him your name and address, and he has 
promised to send you a copy of the data. 

If you don’t get this in a day or two, 
I wish you'd let me know. Just drop a 
line to my office. They'll know where to 
reach me. I think this dope from Stand- 
ard ought to go a long way toward 
helping you convince the Blank people. 
If you want any further information 
about this starter let me know. 

Yours, 
Jim White 


This friend of mine also passes 
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Galloway 


WILL HELP YOU SELL 


Between calls, write letters. But make 


them human, informative and newsy 


By Frank Egner 


Director, Mail Order Department 
McGraw-Hill Book Company 


along good merchandising ideas trom 


store to store. For instance, he will 


say : 
Dear Harry— 

Have you heard about the way Blank’s 
Cape Cod Lighting Fixture display has 
gone over in Flushing? A month ago he 
began advertising in the newspaper and 
by mail that, beginning January Ist, he 
aould open for one month a Cape Cod 
cottage at the corner of Liberty and 
Second Avenues. The feature was a 
group of lighting fixtures for the Cape 
Cod style of home. I saw it yesterday, 
and I want to tell you it’s swell. 

Blank tells me the blace has been 
jammed ever since he opened it. The 
first ten days he sewed up enough fixture 
business to cover costs for a month. He 
expects to show a handsome profit. Noth- 
ing he ever did before brought as much 
publicity. 

If you get a chance, run over to Flush- 
ing and have a look. I think you could 
get the Long Island Realty Co. to let 
you do the same thing with one of their 
new Cape Cod houses, if you agreed to 
give them the fixtures. Your whole cost 
would be advertising and the fixtures. 


I think you could make it pay as well as 
Blank has. 
I'll be glad to come in and talk it over 
with you. 
Yours, 
Jim White 


Of course, a good piece of trade 
news that fits aptly into some cus- 
tomer’s sales plans may not come 
every day. It is good practice, how- 
ever, after you step out of a dealer’s 
store to ask yourself: “Did I pick 
up any trade news here that can help 
my other customers?” 

You can telephone if it is hot 
news, Or you can write, or you can 
save it for your next call. Many 
salesmen dislike writing letters, but 
this is a mistake. A personal letter 
from a salesman known to the recipi- 
ent makes a more definite and lasting 
than the same 
talk. The man you tell remembers 

(Continued on page 24) 
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This prospect will spend $1,700,000 this 
year. He is R. K. Lane of Tulsa. 


ye is a man who is a prospect 


for nearly two million dollars’ 
worth of electrical equipment. 

Last year he bought $1,400,000 
worth. This year the budget calls for 
$1,700,000. The money will be spent. 
What kind of salesman will get this 
business—and why? 

This prospect is vice-president in 
charge of operations for the Public 
Service Company of Oklahoma. His 
job primarily is to keep the power 
plants running and the current flow- 
ing. And as Mr. Lane outlines the 
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Are 


You 


READY FOR HIM? 


A customer's angle on what it takes to sell 


technical equipment to a power company 


By Baron Creager 


process by which his utility company 
buys equipment, you see that the 
salesman is unceremoniously stripped 
of some of the advantages that per- 
sonality, high-pressure, and_persist- 
ence are popularly supposed to bring 
to sure-shot selling. Salesmanship 
here is reduced to one elemental basis 
—what will the product do in actual 
service? His company buys only the 
engineering types of equipment, since 
it sells no domestic appliances. Let 
Mr. Lane take it from there: 

“Fundamentals are different with 
us,” he says. ““We do not buy a dozen 
or a carload of anything because there 
is an opportunity to turn a profit. 
Our business is service—constant, un- 
interrupted service. We cannot have 
interruptions in our service but, of 
course, we do have _ interruptions 
when some product fails. Failures in 
service cost us money in energy sales 
lost. But the most costly feature of 
a service failure is loss of customer 
confidence. So we must have the 
product that turns in the best per- 
formance under the most adverse 
conditions. 

“Do we take a salesman’s word 
for it that his product will stand up 
better than any other? Never! We 
check that product with someone who 
has used it. Power companies are 
constantly exchanging information 
on the performance of new equip- 
ment. Unless a salesman is exception- 
ally keen, the utility he calls on 
knows more about his product than 
he knows himself. 

“So the man who sells to the 
power company has to live with what 
he sells. To hold our respect and con- 
fidence, he must know his product 
better than we do. Where there is a 
deficiency in this respect, it takes only 


a few minutes of conversation for us 
to find it out.” 

Mr. Lane says frankly that per- 
sonality doesn’t count, but he modi- 
fies the statement in this way: He 
prefers to buy—other things being 
equal—from the salesmen he likes. 
But the salesmen he likes know more 
about their product than Mr. Lane 
does, and know the conditions of his 
business about as well as he does. It 
is a tough field for a new man, but 
every now and then a new man 
breaks through. Of course it is 
tougher with the engineering types of 
equipment than with appliances 
where style and comfort features 
help make up the sales manager’s 
mind. 

“There was the case of our order 
for a bank of transformers,” Mr. 
Lane recalls. “From among several 
companies we chose one transformer 
because the salesman sold us. He con- 
vinced us there were no ‘bugs’ in his 
product. He convinced us that his 
company was best prepared to fill our 
order under the circumstances. He 
knew more about his factory and his 
product than we did, and we had con- 
fidence because he knew our business 
about as thoroughly as we did. He 
got a $65,000 order.” 

This is one business where the new 
device puts the salesman under some- 
thing of a handicap. It is a contra- 
dictory situation because constant im- 
provements are being made in the 
equipment used in this industry, and 
new items are constantly cropping 
out. Let Mr. Lane explain: 

“We are always looking for new 
equipment and improvements, but we 
are afraid of it. It may look like it will 
do a better job than the equipment 

(Continued on page 59) 
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ERHAPS it was the watchful eye 
P x Mother Czech that got Henry 
Czech, check”), of 
Westinghouse Electric Supply Com- 
Milwaukee, into the electric 
business. She noticed how he used 


( pronounced 
pany, 


to go down to the corner and watch 
the arc lamps trimmed. She saw his 
pennies go for electric bells and buz- 
zers, which he strung about the 
house, and admired his first inven- 
tion; a battery-operated night light. 
Meanwhile, he sold papers and de- 
a millinery store. 
One day she spoke to A. R. 
Schmidt, a Milwaukee contractor, 
about a job for her son. 
when he insisted that 


work the first two 


livered hats for 


She was 
undaunted 
young Henry 
weeks for nothing, to see if he were 
made of stern enough stuff. Thus it 
came about that Henry Czech, born 
in New York in 1893, and now in 
\lilwaukee, 


right out of the 


entered the electrical 
eighth 
grade. He ran errands for Schmidt 
swept out and delivered material. 


But by the time he had been at it 


business 


tour years he was an electrician. 

Then he moved on. 

“You know how it is when you 
start $2.50 a 
week,” “You never are 
an important man in the firm’s eye, 


work anywhere for 


says Henry. 


as they all knew you when.” 
It came about when the electrical 


Henry Czech ot Westinghouse Supply 
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contractor who was wiring the Ed 
Schuster & Company Department 
Store broke. Young Henry 
Czech stepped in and applied for a 


went 


job as an electrician to finish up the 
work. This job involved the installa- 
tion of 350 are lamps throughout 
The firm had its private 
Henry liked boilers 
and steam engines; so after the in- 
stallation job was done he stayed on 
For four 
tungesten 


the store. 


power plant. 


as electrician for Schuster. 
vears he was there, saw 
lamps come in, and proceeded to re- 
light the store. 

But the sales bug bit him about 
this time, and he became an esti- 
mator with the Keelyn Electric Com- 
pany. Then, in 1913 he went with 
Julius Andrae who used to call on 
Henry Czech at Schuster’s. Andrae 
put him in their price quotation de- 
partment. Then he became a sales- 
man, and after five years took charge 
ot city sales with five men under 
him. 

Later when Westinghouse bought 
out the Andrae family, Henry Czech 
was made sales manager, and in 1934 
was put in charge of both the Mil- 
waukee and Madison houses. 

“Ever since then, I have been keen 
for salesmen to get started on rough 
says Czech. “They should 
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work,” 


HENRY CZECH 


of Miluauhee 


Here's a salesman— 


with a buyer's angle 


get a chance to visualize what is in 
the house, and know how it is deliv- 
ered. So when they become city sales- 
men, as I did, they can present a 
good picture of what can be done.” 

Henry Czech thinks his success as 
a salesman came from the fact that 
he had been a buyer, and could talk 
the language. Also he feels he was 
lucky in working under the Andraes 
and J. C. Schmidtbauer, who headed 
sales. 

“They had vision to look ahead at 
possibilities, and not gaze at the im- 
mediate present. I think that is a 
good thing in the electrical field,” 
he says. 

The way Henry sells can best be 
illustrated by a recent deal. Four or 
five salesmen working on a job had 
put over their story in a high pres- 
sure sort of way. Czech only left his 
figures, said very little, and then 
when he called back merely asked, 
“Do we get the order?” 

“Yes,” replied the 
“We're going to give it to you.” 


customer, 


They know Henry’s price is fair 
and that his bid is complete. 

And Henry Czech steps out help- 
ing the industry do a selling job. 
Right now he sits in the president’s 
chair of the Milwaukee Electrical 
League. He also does his bit as a 
director of the Wisconsin Radio and 
Refrigeration Association. 
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Many a salesman starts out with 





nothing more than Code wire 
orders in mind... And just sup- 


pose a customer wants wire or 














cable for a different kind of ser- 


vice entirely. Then what?... 





Entirely beyond the all-impor- 
tant staples, you should have, at command, data on a com- ) 
plete line of wires and cables—and, preferably, from one Z 
dependable source of supply. And that is a prime advan- 
tage in being lined up with General Cable—the line that 


has everything . .. from soup to nuts. 


The General Cable Sales Offices are organized as an instrument of jobber cooperation. Are you ready to take 





advantage? Sales Offices located at Atlanta, Boston, Buffalo, Chicago, Cleveland, Dallas, Detroit, Los Angeles, 
£ > > £ ? g 


New York, Philadelphia, Pittsburgh, Rome (N.Y.), St. Louis, San Francisco, Seattle, Washington (D.C.) 


SALES THROUGH ESTABLISHED WHOLESALERS, OUR POLICY; 
WHOLE-HEARTED COOPERATION WITH WHOLESALERS, OUR PRIDE 
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THE LINE THAT HAS 
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FOR THE 
WAREHOUSE 


Five Smart Tricks That Help Sell 
More Goods For Other Houses 


SHOWING FIXTURES. The boys at 
the Hempstead, L. I. house of Bangert 
Electric, have devised this method for 
showing fixture lines not displayed. 
The idea consists of a board measuring 
6-feet by 3%2-feet, sheets from manu- 
facturers’ catalogues, window shades, 
glue and staples. The catalogue sheets 
are glued to the shades, which in turn, 
are held to the top of the board by 
staples. Walt Murphy turns the shade. 


ON TIME. An electric clock in the shipping room 

of the Joseph Kurzon Co., New York, enables the 

men to meet train and truck schedules. Below the 

clock, and to the left, is a portable electric drill 

used by the shippers. Good lighting is another 
help for the men. 


20 











STOCKING CABLE. There are some good ideas in the new warehouse of 
the Henger-Seltzer Co., Los Angeles. One is a cable reel rack which holds 
200 reels of cable, both rubber covered and lead. An overhead hoist enables 
reels to be lifted into place easily. A measuring machine, mounted on a 
hand truck, can be run in front of any reel, thereby saving time and energy. 


THERE WHEN WANTED. We've seen many a counter man waste time be- 

cause he couldn’t find a particular catalogue. None of that for counter 

salesmen at Rale Electric, Asbury Park, N. J]. This metal rack, 4-feet long, 
rests on the counter. Catalogues are listed alphabetically. 


“PAY-OUT” REEL. Stokes Electric, Knoxville, uses this method for uncoil- 

ing wire for measuring. The 40-inch round top is mounted on the platform, 

38 inches from the floor. Casters, placed upside down, provide easy rolling. 
The cone is of solid black walnut 3 x 6 x 18 inches. 
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AR more important than any individual unit of produc- 
r.. are the aims and standards of the manufacturer. 
Only a product “forever improved,” only a manufacturer 
unceasingly active to better his product, can give the whole- 
saler and contractor the support which they must have. 

There is little need to cite the record of Cutler-Hammer 
in this respect. In every field in which Cutler-Hammer has 
been engaged, it can point to a record of unceasing 
betterment, of pioneering achievements which have set 


new standards for the field. 


This is exceptionally true in the case of safety switches 


and service equipment. CUTLER-HAMMER, Inc., Pioneer 
Electrical Manufacturers, | 327 St. Paul Av., Milwaukee, Wis. 














CONCLUSIVE PROOF THAT 


A “sum-up’of Triangle advertisements that have appeared in 


THE WHOLESALER’S SALESMAN — August 1938 





August 1938 


ye rs? 


eward Bu 


gut cont” 


it & 
. oe _ 
eect 


THE 
, WHE 
LES 
LESALER’S 
S SALE 
JESMAN 


awe 


ap Ss en? no 
yo Wears “ 

~ wn on 
Sus wt a yon 


pt 
4 


at 








TRIA 
NG 
REWA ay 
jane ODUCT: 
UYER. . 
S 


























How Often Should 
You Call? 


CONTINUED FROM PAGE 12 








(1) Route yourself as much in a 
straight line as_ possible. 

(2) If you generally plan on making 

10 to 15 effective calls in your day, lay 
out 20 or 25. Then, no matter how the 
breaks come you still have a plan to 
carry you through the day. 
(3) Never call on a customer or pros- 
pect—no matter how well you know him 
or how frequently you see him—merely 
for the sake of calling on him and simply 
because it is your day to call. Every 
single call should have behind it a care- 
fully laid plan of just what you expect 
to accomplish with that customer on that 
call. 

4) Remember that the hours spent in 
the actual presence of customers and 
prospects average only 25 per cent of the 
total working day. The rest of the time 
is spent going between calls, waiting to 
see buyers, collecting and doing miscel- 
laneous detail work. Salesmen who find 
ways to cut down this 75 per cent of 
their time each day, so as to get in more 
hours in the presence of customers, inva- 
riably increase their sales. 





Bill Wheeler Sells 
Mercury Lighting 


CONTINUED FROM PAGE 1/3 





the practical electrician. For you can’t 
expect a man to endorse a system 
when he is not quite clear how it 
works. Then after the installation 
has been lined up, the selling is moved 
forward to the owner, and if the pre- 
liminary work has been thoroughly 
done, it is usually an easy matter to 
get the big boss to give his O.K. on 
the basis of operating economy. 


2. The second factor in Bill 
Wheeler’s success is demonstrations. 
He says that a 30-day trial of a light- 
ing system is vastly more effective in 
getting business than 30 miles of sales 
argument. The installation is put in 
for a month, with the understanding 
that at the end of that period it will 
be either taken out or billed. In no 
case, so far, has one ever been taken 
out. In that time the employees have 
grown accustomed to mercury light- 
ing and have learned to like it. They 
raise a howl if the removal of the 
installation is threatened. 

Bill says, “It is absolutely essential 
when installations are put out on trial 
that all of the preliminary work be 
well done. The demonstration is the 
last step in the sale. The prospect 
must be so completely convinced that 
he is ready to buy. Your clincher is 
your offer to put the thing on trial. 

3. The third thing that has made 
Wheeler’s work so resultful is that 
he uses the experience he gains in one 
job to sell the next. Remember that 
while he is dealing in physical equip- 
ment, he markets it by selling solu- 
tions of lighting problems. 

For example, a manufacturer of 
hammers, hatchets, axes, had bad 
lighting in its grinding room. “We 
figured out an-installation that cured 
that condition,” said Bill. “It gave 
better grinding, cut down waste and 
increased production ten per cent. By 
this time, Moos and I were becoming 
authorities on grinding. So we had a 
story that enabled us later to get the 
business of a similar company. The 
experience came in handy.” 
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Dilly. I make it a 


Point never to be late for an appointment.” 
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4. The fourth point that has con- 
tributed vitally to Bill Wheeler’s 
record is the combination of Mazda- 
Mercury lighting. Straight mercury 
lighting is limited in its possibilites 
compared with the opportunities for 
mercury-incandescent combinations. 
In fact, nearly all industrial plants in 
Wheeler’s territory are prospects for 
this combined system of lighting at 
some point or another. 

It has enabled him to trade-up his 
average sale. When selling incandes- 
cent lighting $10 used to buy a unit 
complete. Now a combination unit 
will run up to say, $30. Also, the 
combination units enable Wheeler to 
sell effectively against hard competi- 
tion. 

Bill Wheeler has been selling for 
Graybar for 10 years. He says he 
learned to sell during the depression. 
“You could try everything then,” he 
said, “without danger of killing a 
good prospect. He probably had no 
intention of buying anyway. Strangely 


enough, however, just when you 


least expected it, the order would 
come through.” 





Letters Will Help 
You Sell 


CONTINUED FROM PAGE [5 








the favor you have done him. 

Furthermore, the letter registers 
as another visit from you to him, 
another reminder. Even if the news 
is not acted upon, or even if he has 
already heard it, your interest in his 
interests will be appreciated. 

Naturally the experienced sales- 
man will always respect confidences. 
Only such information may be given 
to another customet as will in no 
way affect the interests of the cus- 
tomer from whom you have obtained 
it. But there is plenty of the kind 
you can use. 

In addition to the type of news 
indicated in these examples, your 
dealer and contractor customers will 
welcome news of special offers that 
have proved effective, of striking 
window displays, of clever counter 
and store arrangements. They will 
welcome news of local bids, of new 
business opportunities. Salesmen are 
the news reporters of business. If 
they will put their news into short 
helpful letters, their customers would 
appreciate the service. And customer 
appreciation means commissions. 

















Here’s a NEW COMPACT 
Trumbull heavy duty indus- 
trial switch line with all the 
time-tested features of the 
i 6 Te “R. B.”, which it super- 
“ag sedes ... PLUS many out- 
F standing improvements. 


|: a fo 1 The entire switch mech- 


~ anism, for example, is 
i y mounted on a saddle .... 
a) G9 removable as a unit from the 
front of the box. 





That saves time in installa- 
tion and wiring . . . simpli- 
fies maintenance and re- 
placement. 


Circular Number 300 and the August issue 
of Trumbull Cheer still further describe and 
illustrate this new “R.B.A.” line If you 


have not received Ze)! i auete) eo) 1-4) please write 


us. Cheer’ now has 38,000 readers 











The TRUMBULL ELECTRIC MFG. CO. 





HAZARD 


ARMORED CABLES 


A Complete Line — Proven High Quality 














Peheereeae 














HAZARD INSULATED WIRE WORKS 


= [a 
\ aa 
\ 
\ 
\ 





THE WHOLESALER’S SALESMAN — August 1938 














w 
jor 





O wholesaler’s salesman need 
4 Nbe told about Christmas. You 
were in on it before you were a 
year old. You have participated an- 
nually ever since—going and com- 
ing. You have sold the Christmas 
market. But—this time it can be 
different, if you want to make it so. 
The point is this! Times have 
been sour plumb around the calen- 
dar. Now they are lifting. Business 
is quickening. Selling will be much 
better in the coming Christmas mar- 
ket than it was last year. But a lot 
of your dealers do not realize this. 
They are still feeling low—and 
there’s your opportunity. 
This year do the selling job in a 
logical Dramatize your 
sales plan. Show your dealers that 


manner. 


Christmas business is available and 
that you are ready, anxious and able 
to help them get their share. 











You want to make money—this 
Christmas business is your 
last big chance. Put the pressure on 
Holiday selling and you'll find re- 
sults will counter-balance some of 


year. 


the slim commission checks of re- 
cent months. 

This Build-Up For 
Selling Plan will work—if you use 
it. Study the following outline. 
Check the procedure, step-by-step. 
Then follow the steps. 


Christmas 


DO THIS 
— FOR YOURSEL F—— 


STEP 1—Pick Your Outlets 


Spend an 
dealer list. 


evening with your 
Analyze it. Some of 
those retailers did a big job for 
you last Christmas—fine. Put them 
on the hot list. Some of the other 


Get Hot for Christmas ...... 
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In Your Christmas 








boys had possibilities, but never got 
going. Give them more help this 
year, and chances are they'll come 
along and sell. Your cards show 
the new accounts. How are they? 
Should you put them on the hot 
list, or disregard them during the 
Christmas drive? 

Then there will be a string of 
accounts that are dead on their 
feet. They just go through the mo- 
tiors of selling. Are they all really 
dead, or do they just seem that way ? 
Maybe some can be brought to life 
through proper training and help. 
Think twice before you toss them 
out of this program. Chances are 
some are just ready for that extra 
pressure which changes prospects 
into customers. 

On your hot list will be all types 
of retailers. There will be depart- 
dealers, 


ment stores, electrical 


hardware stores, jewelers, gift 
shops, power companies and general 
stores. No particular class is tops 
in every community. Keep your list 
fairly short—but not too short. 
Make sure that you have all the 


good prospects on it. 


STEP 2—Pick Your Lines 


The next job in your Christmas 
Build-Up is to pick out lines that 
are naturals—then ride them hard. 
So get out the books and see what 
clicked last year. One thing is cer- 
tain, though; you will find quality 
dominates price at Christmas time. 
For example, mixers are among 
the Holiday leaders. And these list 
anywhere from $12.00 to $25.00, 
and carry a nice profit. This year the 
electric shaver will be a big hit 
another item that carries a worth- 
while price tag. Also in the high- 
volume class are toaster sets and 
coffee services. 

Clocks, waffle irons, grills, coffee 
makers, roasters, portable lamps, 
irons and heating pads roll out at 
a merry clip throughout the fall. 





. Select dealers who will do the 
best job. 


2. Select lines to concentrate on. 


. Analyze all new products. 





. Find out what your firm will 
do in the way of advertising 
and promotion. 











. Find out what dealer-helps are 
available on each appliance. 














. Find out about suppliers’ na- 
tional advertising. 




















Then there are the strictly seasonal 
lines such as tree sets and trains to 
jot down on your list of naturals. 
And don’t forget that two major 
appliances—radios and refrigerators 

-sell especially well as Christmas 


gifts. 


STEP 3—Now Match ‘Em Up 


Take those two lists, outlets and 
lines, and bring them together 
Sure, most of your hot retailers 
will want the complete setup, but 
certain lines will move best with 
certain retailers. It depends on the 
type of store and the neighborhood. 
For instance, jewelers do a bang-up 
job on shavers and clocks, so push 
them. But they don’t have the space 
to carry all the other appliances. 
There is no use talking major ap- 
pliances to them. If you are selling 
in rural communities, the merchan- 
dise has to be good, but practical. 
Somewhere in your territory new 
rural lines have been built in the 
last three years. Farmers, with new 
services, want to give presents that 
will save time and labor, and add 
to their enjoyment. They'll buy 
toasters, waffle irons, radios, wash- 
ing machines, vacuum cleaners, 
clocks—that’s the sort of merchan- 
dise they want. But, remember, 
country folks demand quality, and 
they will pay for it. 

So, before you actually go after 
this Christmas business, plan ahead 
and figure out who are your best 
outlets, and what you should sell 
them. 


Get Hot for Christmas 
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Build-Up Include This — 


7. Find out when suppliers’ trail- 
ers and demonstrators will be 
available. 


. Find out whether your house 
will offer December billings to 
get dealers to build-up ade- 
quate Christmas stocks. 


. Check dealers’ credit. 
. Tie-up all the details so you 


and your dealers can make 
more money. 


STEP 4—What Will Your Boss Do? 


Before you can go to the dealer 
with your program there are other 
details to work out. Is the boss 
getting up a special Christmas cat 
alog? Is he going to have open 
house with all the new stuff on 
display, or is he planning a series 
of shows throughout the territory ¢ 
Is he getting up a mail campaign? 
lf the house owns a trailer, when 
can vou use it? If there is a home 
economist on the pay roll, when 
can she get out into the territory 
with you? Get the answers to all 
these questions, because the dealer 
will want to know. They will add 
to your sales ammunition. 


STEP 5—What Will Suppliers Do? 


Most of the manufaeturers have 
already made their plans for the 
Christmas drive. So corner manu- 
facturers’ men and get their stories. 
They can tell you about new prod- 
ucts which should be Christmas nat 
urals. Learn the sales features. Get 
all the preliminary facts early. Then 
find out what advertising they will 
direct to your dealers and their cus- 
tomers. You will also want to find 
out about direct mail, display ma- 
terial and window banners. 

As you know, the majority of 
appliance manufacturers have trail- 
ers and home economists available. 
These are outstanding sales tools. 
So plan to use them for showing 
dealers the lines, and pointing out 
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sales features to their clerks. Don’t 
forget the young ladies and rolling 
displays will be busy. So August 
is the time to schedule them. 


DO THIS 
———WITH THE DEALER——— 


STEP 6—Announce The Plan 


With your own house in order, 
the next step is to tell your dealers 
about it. Steer each of them into a 
private corner and say, “Frank, 
I’ve got a Christmas plan. It’s a 
honey, and you and I are going to 
make some real money this season. 
And why not? People are feeling 
better. The stock market is perking 
along. We've got some hot lines. 
Yes sir, Frank, everything points 
to a damned good Christmas for 
us.” 

Then give him the dope. Tell him 
you have picked a few good dealers, 
and he is one of them. Tell him why 
you think certain lines should be in 
the big money class this year. Tell 
kim what your house and your sup- 
pliers are going to do to help him 
sell more and make more money. 
Then— 


STEP 7—Give Him Details 


Tell the dealer exactly how you 
plan on helping him. His first con- 
cern, and yours, is his sales force. 
Make arrangements with him now 
to assemble the sales crew several 
times during the season for sales 
meetings. And whenever possible, 
get manufacturers’ men to address 
these meetings. 

Your dealer’s next concern is 
with advertising. Many dealers 
hinge their program on direct mail, 
and now is the time to check up 
their mailing lists, which should in- 
clude: 1. Every person who has 
asked for literature or answered an 
advertisement. 2. All customers and 
3. Every homeowner within shop- 
ping radius of the store. 











August is also the time to con- 
sider folders and other such adver- 
tising, available at little or no cost. 
Dealers must have their names im- 
printed on them, and that takes 
time. 

Next there is the question of win- 
dow displays. Large department 
stores have specialists; so you can’t 
be helpful to them, but to most 
retailers, window trimming is a 
bugaboo. They don’t know how to 
do it. So tell your dealers you will 
be prepared to offer suggestions 
when the time comes to put in 
Christmas windows. This magazine 
will carry a number of sound dis- 
play ideas in the November issue. 


STEP 8—See Dealers’ Salesmen 


Now renew your acquaintance 
with the men who will actually sell 
your goods. Make sure they know 
your lines. They have more time 
to receive instruction now than 
later. Maybe your dealer asks them 
whose stuff they want to push this 
year. Do a little personal promotion, 
so when you introduce demonstra- 
tors and manufacturers’ salesmen 
to dealer groups, you won't be talk- 


ing to strangers. 


STEP 9—Use The Form 


The form on the adjoining page 
is a different way for putting your 
entire Christmas Build-Up before 
the dealers. It isn’t intended for 
pressuring orders now. But it is 
useful for getting dealers to think 
about Christmas now. Whether they 
ordered enough of certain things 
last year, or too much, are the points 





Reprints of the survey form on the 
next page will be supplied free on 
request. Use them. They are part 
of the stage-setting for your Christ- 
mas Build-Up. 
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in which they are most interested. 

Having filled out this form with 
a dealer you have accomplished the 
following : 


1. You have aroused his curiosity. 
That’s showmanship. 


2. You have aroused his interest 


in you, and convinced him that 
you are on your toes and ready 
to help him get more business 
this year. 

3. You have obligated him to con- 
sider your proposed order and 
promotional plans. 

4. You have got him out of the 
putting-off frame of mind. 


mn 


. You have visualized his re- 
quirements which may cause 
him to order staple items now, 
especially if you can give him 
a December billing. 


During your preliminary survey, 
it will probably be just as well to say 
nothing about your estimate of what 
should be ordered. Better results 
will come if you get the form filled, 
then take it away for analyzing. 
That puts you in a position to re- 
turn with a complete picture of what 
happened last year. And it will only 
be a question of how much to order, 
instead of what and how much. 


STEP 10—The August Wind-Up 


With preliminaries set, you are 
prepared to go after orders next 
month. If you can offer December 
billings—great. But before you sell 
them, check their credit. 

This program requires time and 
effort. If you devote that time to 
ordinary selling now, you will se- 
cure a few immediate orders. but 
that same time and effort, devoted 
to the plan, does a job of sales con- 
ditioning that will bring orders in 
September, October, November and 
December. And leave your dealers’ 
shelves empty on Christmas Eve, 
ready for new stocks in January. 












Dealer’s Plan For Christmas Selling 


DEALER DATE 






CITY STATE 




















Estimated O 
ITEMS Ordered Left yy Hend Amount Suggested 
Last Year Over Last Year Now Suggested Special Promotion 


Christmas Tree Outtits 
Clocks 
Curling lrons 
Flashlights and Batteries 
Grills 
Heaters 


Heating Pads 


lrons 

















Lamps — Floor 


Lamps — Desk and Table 





Mixers 
Percolators and Coffee Makers 

Radios 
| Roasters 
Shavers 
Sun Lamps 
Toasters 
Trains and Toys 


Vacuum Cleaners 





No. names on mailing list Last revision of mailing list 





No. of show windows Approximate size 






Approximate advertising appropriation $ Newspaper $ Direct mail $ 







Does dealer have personnel for telephone campaign No. calls to make 
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GAUL DIALS 





then Sells 


From spring to fall, he travels seven 


counties, specializing on auto radios 


aes far as I know, Mr. Johnson,” 
says Ray Gaul, Jr., “there are 
two facts your prospects will want 
to know about the car radio. They 
will want to know something about 
the manufacturer, because many 
folks won't look at a product if they 
aren't familiar with the name—and 
the word Zenith will take care of 
that. Next, you and your customers 
want to know how the set sounds. 
And I can answer that right now. | 
have a $49.95 outfit in my Chevvie. 
Step outside a minute and you will 


see how it works.” 
So out they go. Johnson, a pros- 
pect, and Gaul, who specializes on 
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Zenith car radios for the E.S.&E. 
Co., Albany, N. Y. Gaul turns on 
the power and pulls them in—local, 
New York, Boston, Rochester. Then 
the prospect takes his turn at dial- 
ing. And he does all right. The 
radio sells itself. It has been in- 
stalled properly. 

Gaul began pushing car radios in 
In fact that was 
his first selling job. He joined 


the spring of °37. 


E.S.&E. about five years ago as a 
warehouseman. Then he went to the 
counter and next to the Zenith line, 
And that 


HE WANTED TO MAKE MORE MONEY! 


SALESMAN 


covering seven counties. 


Ray Gaul, Jr. of the ES.&E. Co., 


Albany, N.Y. 


He lets 
the radio do its part of the selling. 
Because 95 per cent of his cus- 


is how he signs them up. 


tomers never handled auto radios be- 
fore he sold them, he spends a good 
deal of time with the service man. 
He teaches him the fundamentals of 
making installations. 

“The performance of a car radio,” 
says Gaul, “depends on how it is 
installed. If connections are tight 
and the aerial matches the receiver, 
the odds are heavy in favor of per- 
fect reception. The few difficulties 
] have, come from dealers who hire 
an outside firm to make installations. 
These birds aren't particular and 
sometimes we have trouble. To 
avoid that, I get my dealers started 
doing their own work. It’s a simple 
job.” 

Gaul gets most of his business 
from service stations. He says they 
are better outlets than radio dealers, 
because they deal directly with car 
And they can spot their 
prospects easily. Any car that has 
no rod sticking up in the air is on 
the eligible list. 

Price cutting isn’t unheard of in 
that territory, but Gaul does some- 
thing about it. When he sets up 
an outlet, he gets a written contract 
stating that prices will be maintained. 


owners. 


If an account jumps the traces, Gaut 
can buy his stock back. Gaul means 
it. Last season he had two hot 
dealers who couldn’t stay in line. 
They were upsetting the market. 
He called them on it and they agreed 
to follow the sheet. But a week 
later they were still cutting, so Gaul 
pulled their stocks. 

It hurt temporarily. 
dropped, but the grapevine was 
The incident soon made 


His volume 


working. 
the rounds and his other retailers 
respected him more for it. They 
pitched in and sold. And his volume 
came back. For the line can stand 
on its own feet. 
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The Fan Sales Section of the General Electric Com- 
pany takes great pleasure in publicly congratu- 
lating the Wholesalers’ Salesmen pictured here 
upon their outstanding performance in the 1938 
Early Bird Campaign. To these gentlemen, our 
sincere thanks for meritorious sales effort in be- 
half of General Electric Fans! 


WESTERN CHAMP 


~ DISTRICT 1 


J. M. MARCH 


Supply Corporation 
Boston, Mass. 


112% realization 





E. H. MABLE 

G-E SUPPLY§RPO! 

‘ BUFFAIN. ¥ 
i Cc. A. SWANSON 400% REZAT 


DISTRICT 2 
G-E SUPPLY CORPORATION 
B. ZUFALL 


ewan GHNERAL®] 
Supply Corporation 
New York, N. Y. 327% REALIZATION () 


242% realization 


DISTRICT 3-6 DISTRICT 4 DISTRICT 5 DISTRICT 7-14 2 
H. P. MALICK L. W. FURR J. SATTLER W. J. BAXTER S. GASKIP 


E Supply Corporation G-E Supply Corporation G-E Supply Corporation G-E Supply Corporation G-E Supirpor 
Pittsburgh, Pa. Atlanta, Ga. Buffalo, N. Y. Columbus, Ohio M ilw@e, Wi 


338% realization 192% realization 313% reatization 275% realization 207 Plizeti 
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es ¥ 


“ ¢ 7 


Ni CHAMP 





And to the hundreds of other Wholesalers’ Sales- 
men who participated in the 1938 Early Bird Cam- 
paign we extend our earnest appreciation for their 
fine cooperation and active support. Although 
their pictures do not appear here, it is to their 
collective efforts that we are indebted for the over- 
all success of the 1938 Early Bird Campaign. 


EASTERN CHAMP 
DISTRICT 15 


~~ M. T. WALL 


G-E Supply Corporat 
Portland, Ore. 


273% realization 


: 
H. MBLET 
LYERPORATION 
FFA N. we PS 
l, REZATION S. FLECK | Te 
ELECTRA SUPPLY DISTRICT 13 
' T C POUGHKEEPSIE, N. Y. ll bin o raat | 
) ELECTR saith Samant ort oe 
255% realization 
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DISTRICT 9 "DISTRICT 10 DISTRICT 11 DISTRICT 12 
>. GASKINS J. H. ROBEL J. E. POWELL A. A. SKELTON H. M. OLMSTEA 


Sup#rp oration G-E Supply Corporation Graybar Electric Company G-E Supply Corporation G-E Supply Corpora 
\ilw@e, Wise. Omaha, Neb. St. Louis, Mo. Dallas, Texas Denver, Colo. 


O07 Blizetion 247% realization 224% realization 237% realization 130% realizatior 








WITH THE APPLIANCE PEOPLE 


Charlie McCarthy 
Majestic “Sales Manager” 


Cocky, top-hatted Charlie McCarthy 
has talked himself into another job. 
And what’s more, Edgar Bergen reports 
to him. Charlie is now “sales manager” 
for the Majestic Radio & Television 
Corp, and has been incorporated into 
the cabinet of the Mayjestic-Charlie 
McCarthy radio, a six-tube table model. 
Charlie and his assistant went to work 
July 5. 

Commenting on his new connection 
through Assistant Bergen, Charlie came 
up with a typical McCarthy statement. 
“Boy”, he said. “Wait till Skinny 


Dugan hears about this!” 


Detrola Appoints 
Coast Distributors 


George H. Eberhard Co., San Fran- 
cisco, and Watson & Wilson, Inc., Los 
Angeles, are now handling Detrola 
radios and refrigerators in their re- 
spective territories. 


Binghamton Firm 
Making Washers 


The Binghamton (N.Y.) Washing 
Machine Corp. is now rolling 20th 
Century units off the production line. 
Located in a new plant on Frederick 
St., the firm is headed by Thomas W. 
Behan, a pioneer in the field and 
former president of the American 
Washing Machine Association. Ralph 


ve, 








W. Bierer, who formerly headed the 
local Chamber of Commerce, is vice 
president. H. W. Doughty is chief 
engineer and Fred G. Carson is sales 
manager. He has been in the appliance 
business for the past 20 years. 


Range Drive 
For Fall 


The Modern Kitchen Bureau has pre- 
pared a kit of sales tools to be placed 
in dealers’ hands as a basis for the 
fall range drive. The program will be 
a follow-through on the range campaign 
carried on earlier this year. Dealers 
will be urged to stress the economy, 
of cooking electrically. And one of 
their selling tools will be cooking bills 
of users, to convince prospects that the 
electric range is inexpensive to operate. 


In addition, manufacturers are pre- 
paring display material to tie-in with 
the program 


Apex Adds 
Distributors, Salesmen 


The salesmen of the Mayflower Lamp 
and Sales Co., St. Louis, are now push- 
ing the complete Apex line in St. Louis 
and vicinity. The Universal Distribut- 
ing Co., Richmond, Va., is handling 
the line in Virginia and southern Mary- 
land. The Steves Distributing Co., San 
\ntonio, is covering Texas. The Philco 
Distributing Co., Syracuse, sel!s the 
line in Syracuse and surrounding coun- 
ties and The Ignition Service & Supply 





COOKS ALL. Once a year the boys of Graybar, Salt Lake City, put on their 
jackets and caps and dish it out. This year a few customers joined them. 
Nearest camera is Paul Smith, then E. V. Anderson, Graybar; Verd Edwards, 
Utah Power & Light; Bud Funk, Graybar; Johnny Jackson, A. R. Wolley, Mrs. 
Carrie Fowler, B. E. Rowley, Mrs. Erma Stapley, all of Hotpoint: Andy Anderson, 


Auerbach Dept. Store: Dean Tucker, 


Hotpoint; Vern Brown, Graybar; Elias 


Dawson, dealer; Dewey Hansen, Auerbach Dept Store; and Bill Cowley, Radio 


Studios. 





RANGES AND WATER HEATERS keep 
R. B. Marshall well occupied. He runs 
Electromaster, Inc. Recently he set-up 
the Marshall Award of $500 to be di- 
vided among five utility salesmen who 
sell or rent, in 1938, the largest number 
of ranges of a rated capacity of seven 
kilowatts or more and a hundred bucks 
buys a mess of baby shoes. 


Co., Albany, is distributing in that 
territory. 

Apex has also enlarged its sales 
force. Charles Hughes is covering the 
Dayton, Ohio territory. R. F. Dacus 
is selling in the Carolinas. W. N. Corp- 
ening is contacting Virginia accounts 
and R. E. Hill has been transferred 
from Fort Wayne, Ind., to Cleveland. 


Universal Sales 
Distributing Norge 


Universal Sales: Ltd., with houses at 
St. John and Fredericton, N. B., and 
Halifax, N. S., has taken on the dis- 
tribution of Norge refrigerators and 
The firm has recently trans- 
ferred C. A. Christie, formerly service 
head at St. John, to MHalifax as 
manager. 


washers. 


Gorke Takes 
Electric Bell Range 


The H. J. Gorke Estate, Syracuse, 
N. Y., is now distributing the Electric 
Belle range. The line is made by the 
Southern Metal Products Corp., Hunts- 
ville, Ala. 


Shapiro 
Takes RCA 


The Shapiro Sporting Goods Co., 
Newburgh, N. Y., recently took on the 
distribution of the RCA line, which they 
displayed to dealers through a series of 
shows over a two-week period. Harold 
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Gabrilove, manager, Samuel Rosen- 
blum, sales manager, and Jack Weis- 
man, promotion made the 
presentations. 


manager, 


E. D. Story Heads 
Roto-Shaver Sales 


Ernest D. Story, formerly with 
Westinghouse and General Electric, has 
been appointed assistant to the president 
of the Progress Corp. In this position, 
he directs distribution and sales of the 
company’s line of Roto-Shavers. The 
latest company to take on the shaver is 
the Interstate Electric, New Orleans. 
This wholesaler covers Louisiana, Mis- 
sissippi and Alabama. 


October 23-29, 
Washer-Ironer Week 


Shouting the slogan, “For Family 
Washing, There’s No Place Like 


Home,” the washer and ironer industry 


will hold National Washer-Ironer 
Week from October 23 to 29. Spon- 
sored by the American Washer and 
Ironer Manufacturers’ Assn., plans 


were discussed at a recent Chicago 
President W. Neal Gallagher 
announced that dealers, utilities, leagues, 
distributors and manufacturers of such 
allied products as would be 
enlisted in the campaign. 


meeting. 


soaps, 


Chicago will be the scene, next Janu- 
ary, of the Association’s first show, 
when manufacturers will unveil new 
models. The show will be staged in 
the Exhibit Hall of the Stevens Hotel. 


Cooper Heads 
Vancouver Group 


Jack Cooper, Canadian General Elec- 
tric Co., has been elected president of 
the Radio and Electrical Appliance 
Distributors Association of Vancou- 
ver, B. <. 





ELECTRIC CLOCKS mean quite a bit to 
C. R. Thorson. It so happens that he is 
sales manager of G.E.’s clock section. 
Before moving to Bridgeport, Thorson 
travelled out of Minneapolis where he 
was district appliance sales manager. 
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DUST STORMS or no dust storms, Jack 
Holland has a selling job to do, so 
when it blows he puts on a mask and 


goes through. He works out of 
Amarillo, Tex., for Brown Electric. 
With him is H. A. Barnard, vice presi- 
dent of the company. 


Gibson To Make 
Electric Range 


This fall, the Gibson Electric Re- 
frigerator Corp. will begin producing a 
complete line of electric ranges. E. A. 
Rutenber, one of the pioneers of the 
electric range, will head up the division. 
For the past year he has been with 
Norge doing special research. Before 
that he spent 15 years with Lindemann 
& Hoverson. While operating the 
Rutenber Electric Co., which he 
founded in 1912, he introduced many 
features now used on all ranges. 


Stratton-Warren 
Selling Zenith 


The Stratton-Warren Hardware Co., 
Memphis, is distributing for Zenith in 
western eastern Arkansas, 
southeastern Missouri and Mississippi. 


Tennessee, 


Apex Celebrates 
Silver Anniversary 


The Apex Electrical & Manufactur- 
ing Co, recently celebrated its 25th 
birthday. At a dinner, marking the 
date, department heads paid tribute to 
C. G. Frantz, president and one of 
the founders, and presented him with 
a wrist watch. 


Dish Washers 
Never Strike 


G. A. Boring, district manager of 


General Electric Supply, Portland, Ore., 


reports more sales of dish washers and 
more inquiries than ever before. Most 
inquiries are for the size used in small 
restaurants. 

“This sudden interest is so 
nounced that there must be a 


pro- 
reason,” 


SALESMAN 


says Boring. “I attribute it largely to 
the labor situation. The larger restau- 
rants and hotels already have labor- 
saving devices. But the small operator 
has been dependent on ‘help’ to wash 
dishes. When the human dishwashers 
strike, he is up against it. So now he 
is looking around for something that 
can't strike. 


McGrady Now 
RCA Vice President 


At a recent meeting of the Board of 


Directors of RCA, Edward F. Me- 
Grady was elected a vice-president. 

Dalis In 

New Quarters 

H. L. Dalis, Inc., New York radio 

parts distributor, is now located at 

17 Union Square. The firm has 


doubled its floor space over the former 
quarters at 110 Lafayette St. 


Peaslee-Gaulbert 
Takes On Detrola 


Tom French, general manager of 
Peaslee-Gaulbert Corp., Louisville, and 
James J. Davin, sales manager of De- 
trola, talked it over and now the former 
company is distributing Detrola radios. 


Another Plant 
For Force Electric 


The Force Electric Co., Preston, 
Ont., manufacturer of small appliances, 
has purchased a second plant at Acton, 
Ontario. 


Majestic Names 
Lehr Auto Supply 


The Lehr Auto Supply Co., New 
York, has taken on the distribution 
of Majestic radios in the metropolitan 
area. 





A DOUGHNUT for C. L. Carper and 
he’s all set to step out and do things. 
He heads the Sidles Co., Lincoln, Neb. 


distributors, and the doughnut-eating 
was occasioned by the start of the 
“Sales Mean Jobs” campaign. 








TO SELL 


TIME REMINDER 








FEATURES . . . To notify users of ap- 
pointments or duties as many as 48 
times a day. May be set in advance 
to remind at any five minute period. 
DETAILS . . . Standard model fitted with 
buzzer and red light signal. If neglect 
buzzer, light remains on for 15 minutes. 
Radio model fitted with buzzer and elec- 
trical outlet to which appliances may be 
connected. Operates these "on" or "off" 
as many times as desired. Will handle 
appliance up to 1000 watt capacity. 
Housed in all steel case finished in plated 
bronze. Furnished to operate on either 
a.c. or d.c. MADE BY . . . Remind-O- 
Clock Corp., 111 Sutter St., San Fran- 
cisco, Cal. 





RECORD-PLAYER 





FEATURES . . 
with electrically operated radios. DE- 


. Record-player for use 


TAILS . . . Equipped with new type 
light weight crystal pick-up. Motor has 


bearings and supports cushioned in rub- 
ber. Volume control and power switch 
Special plug for easy 


in one control. 
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connection to radio. Case of heart 
walnut veneer. Lists at $14.95. MADE 
BY ... RCA Mfg. Co., Camden, N. J. 


COAL STOKER 











FEATURES . . . Continuous feed gear 
transmissions with three rates of coal 
feed. Automatic controls. Hood sound- 


proofed to soften vibration noises. 
Automatic air control. DETAILS ... 
Sectional tuyeres to prevent smoke 


backing up in completely sealed hopper. 
Finished in blue-green pastel lacquer. 
MADE BY ... Peerless Manufacturing 
Corp., Louisville, Ky. 





ROASTER 





FEATURES . . . Oval shape, white en- 
amel shell with pressed ribbing near 
base. Recessed front panel for name 
plate and oven temperature control dial 


THE 









t 

tor doesn 

, emonstra 11.” 
if that 4 ; nothing will. 


with blue bakelite indicator and glow 
cone pilot. DETAILS . . . Blue enamel 
rim top and bottom. Blue and white 
speckled enameled cooking well and in- 
set pan. Lid of Vitalu, a light, durable 
alloy. Capacity I! quarts. Element 
rated at 1320 watts. Adjustable height 
grille rack. Six-foot cord set. Lists at 
$23.95. Broiler unit $3.00 extra. MADE 
BY ... Proctor Electric Co., Philadel- 
phia. 


PORTABLE P. A. SYSTEM 





FEATURES . . 


. Amplifier unit capable 
of maximum gain of 140 db. DETAILS 

. Two low-gain and one high-gain 
channel are provided for use with any 


type input. 16 watts of field excitation 
for speakers supplied by amplifier. Six 
metal tubes, mixing and fading controls, 
variable output impedances, variable 
tone control. 15-20 watt portable 
sound system. All accessories for oper- 
tion included. MADE BY ... Whole- 
sale Radio Service Co., Inc., 100 Sixth 
Ave., New York. 
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TOASTER SET 










































FEATURES . . . Automatic toaster, tray 
and two dishes compose set. Suggested 
for breakfast, late supper, afternoon use. 
DETAILS . . . Two-slice automatic pop-up 
type toaster has new styling. Also im- 
proved mechanically. Tray of honey- 
colored primavera wood. Dishes of 
bright pottery. Lists complete at $17.95. 
Called "Toast 'n Jam Set". MADE BY 
. . « McGraw Electric Co., Elgin, Ill. 


AIR CONDITIONER 











FEATURES .. . For air conditioning indi- 
vidual rooms and offices. Also may be 
used to circulate room air or exhaust it. 
DETAILS . . . Cabinet of steel with wal- 
nut finish. Requires one electrical con- 
nection and no water supply piping. All 
controls on top of cabinet. MADE BY 
. . « Philco Radio & Television Corp., 
Philadelphia. 





HOT WATER HEATER 

















FEATURES . 
available—round, square and table top. 
Finished in white dulux. DETAILS ... 
Wiring protected by rigid steel. Palco 


. . In line, three designs 
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wool insulation. Square models in 
capacities from one to 120 gallons. 
Round heaters in 30, 52, 66, and 80 
gallon sizes. Table top type in 15 and 
30 gallon sizes. Latter have porcelain 
work surface and backsplasher. MADE 
BY . . . Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa. 


AIR CONDITIONING UNIT 






























FEATURES . . . Designed especially for 
commercial applications such as retail 
stores. Three-ton capacity. Self-con- 
tained. Provides cooling, dehumidifi- 
cation, filtering and air circulation. 
Heating unit available to provide year 
around utility. DETAILS . . . Portable, 
as it can be removed and reinstalled 
as a package. Thermostatically con- 
trolled. Three-horsepower water-cooled 
air conditioning condensing unit lo- 
cated in lower section of cabinet. This 
unit isolated from cabinet by flexible 
rubber mounting. V-belt drive con- 
nects motor and compressor. Fan 
operates on  rubber-mounted, sealed 
ball bearings. MADE BY . . . Delco- 
Frigidaire Conditioning Div., General 
Motors Sales Corp., Dayton, Ohio. 


PORTABLE BURGLAR ALARM 



















FRONT VIEW 


FEATURES . . . Operates by plugging 
into convenience outlet. No wiring 
needed, DETAILS . . . Protects area up 
to fifty feet. Hidden alarm inside unit 
rings when power line is cut or pulled 
from outlet. Dimensions—12” x 634” x 









8”. Operates on either a.c. or d.c. Lists 
at $74.50. MADE BY .. . Teletouch In- 
dustries, Inc., 37 W. 54th St., New York. 








ALARM CLOCK 

































FEATURES . . . Large dial with clear 
numerals. Case of brown plastic. DE- 
TAILS . . . Self-starting motor is sealed 
in oil for quietness and durability. 
"Attendant" model lists at $2.95. Alarm 
clock. Furnished with ivory case, lists 
at $3.50. "Dispatcher" similar to "At- 
tendant" but with luminous dial lists at 
$3.95. MADE BY .. . Warren-Tele- 
chron Co., Ashland, Mass. 





COFFEE MAKER SET 





FEATURES .. . Set includes filter type 
coffee maker, creamer and sugar and 
tray. DETAILS . . . "Bent-wood" tray 
finished in walnut. Each of the four 
glass parts decorated with platinum 
striping. Metal parts of gleaming 
chrome. MADE BY .. . Cory Glass 
Coffee Brewer Corp., 325 N. Wells St., 
Chicago. 


HOT PLATE 








FEATURES . . . Streamline design fin- 
ished in black, white and chrome. .Por- 
table. DETAILS . .. Full skirted front 
and chrome plated supports. White 
porcelain enamel top, with rounded cor- 
ners. Units are 6” in diameter. Four 
heats. 1150 watts on “high”, 575 watts 
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on "medium", 287 watts on "low" and 
120 watts on "simmer. Range type, 
rotary switches. ‘Standard’ has one 
Corox unit with smaller one-heat unit. 
"Deluxe" has two Corox units. MADE 
BY .. . Westinghouse Electric & Mfg. 
Co., East Pittsburgh. 


WATER SOFTENER-FILTER 





FEATURES .. . For filtering and soften- 
ing water at faucet speed. According 
to manufacturer is time and soap saver. 
Also reduces wear on clothes in washing. 
DETAILS . . . Hi-Flow Zeolite element 
regenerated by two cups of salt and two 
minutes’ time. Housed in metal case 
5!/4” in diameter by 13” high. Covered 
by detachable aluminum lid. Cartridge 
itself lasts from two to five years. MADE 
BY ... Horton Mfg. Co., Fort Wayne, 
Ind. 





ALARM CLOCK 





FEATURES . . . Black plastic case with 
chrome bezel and ivory dial with black 
Arabic numerals. DETAILS . . . Lumi- 
nous dial available at higher cost. Self- 
starting, synchronous motor, sealed in 
oil. Equipped with standard six-foot 
all-rubber cord set. Dimensions—5!/,” 
high, 4!/2” wide, 2'/,” deep. Called 
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"Sergeant". Lists at $2.95. MADE BY 
. . « General Electric Co., Bridgeport, 
Conn. 





KITCHEN FAN 





FEATURES . . . Wall type ventilator. 
Uses automatic damper on outside in- 
stead of louvers or door. Fan exhausts 
at downward angle. Fan action opens 
vane at bottom. Protected from wind 
and rain by “turtle back". Locks auto- 
matically by gravity. DETAILS . . . Con- 
trolled by wall switch. Grille of polished 
aluminum. Brushless motor. Fan meas- 
ures 10 x 2!/2” and is made of aluminum. 
Damper parts of aluminum and brass. 
Steel body is rust proofed and finished 
in silver enamel. Model F fits 6” to 8” 
walls. Model B for 9” to 13” walls. 
MADE BY .. . Universal Blower Co., 
Birmingham, Mich. 





ULTRA-VIOLET LAMP 





FEATURES . . . Streamlined ultra-violet 
stand lamp without "medical" appear- 
ance. DETAILS .. . Finished in black, 


gray or maroon crackle lacquer. Adjust- 
able. Clock controlled. Weighs 24 lbs. 
"Life Lite’’ Model M (illustrated) lists at 
$84.50. MADE BY ... Ultra-Violet Prod- 
ucts, Inc., 6158 Santa Monica Blvd., Los 
Angeles, Cal. 








AIR CIRCULATOR 





FEATURES . . . Low stand type. Can 
be tilted to any position from 15 
degrees below horizontal to vertical. 
DETAILS . . . Blades 20” in diameter. 
Single speed motor which develops 
1650 r.p.m. Motor housing, guard and 
stand finished in black enamel. Blades 
of satin finish. For 110 volt, 60 cycle 
a.c. current. Furnished with pull switch 
and 8-feet rubber covered cord and 
plug. MADE BY ... Reynolds Electric 
Co., 2650 W. Congress St., Chicago. 





RADIO VIBRATOR 





FEATURES . . Auto and farm radio 
replacement vibrator. DETAILS .. . 
Utilizes 3/16” diameter tungsten con- 
tacts. MADE BY ... American Tele- 
vision and Radio Co., St. Paul, Minn. 





DOOR CHIME 





FEATURES . . . Especially designed to 
occupy small wall space. DETAILS... 
Occupies space 14” x 6”. Available in 
both single and double purpose types. 
Latter gives two-tone signal. Tubes of 
brushed bronze and housing either statu- 
ary bronze or ivory art metal. Com- 
plete with special transformer. MADE 
BY . .. The A. E. Rittenhouse Co., 
Honeoye Falls, N. Y. 
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A non-tamperable fuse 
that is 


practical 


for the user 


and 


profitable 


for You / 
6 


PRACTICAL for the user 


because it stops needless blowing — and thus wipes out 
any excuse for tampering. The long time-lag of the fustat pre- 
vents it from blowing when motors start on washing ma- 
chines, refrigerators and other such appliances. Yet it... 


Protects flexible cords against burnout — 
in spite of long time-lag 


The fustat contains a fuse. The ability of a fuse to protect 
against dangerous cord shorts or grounded sockets is well 
known. The fustat... 

HOLDS like a large fuse when safety permits — 

OPENS like a small fuse when safety demands. 


Prevents circuits being robbed of protection 


The fustat protects the user against anyone unwittingly 
creating a fire or injury hazard thru haphazard practices. 

Unlike ordinary fuses a fustat cannot be replaced with a 
penny — or with a size too large to protect. In fact, side- 
tracking the fustat in any way is practically impossible without 
destroying the fustat or adapter and thereby showing the user 


that his protection is gone. 
standard Edison base fuseholder. 


On new jobs you can specify that panels, 


Retails at 74¢ switches etc. be equipped with fustat bases. 





Fits present fuseholders 


Thru the use of an inexpensive adapter, 
that locks in place, the fustat fits in any 














It’s just good business to sell, install and use Fustats 















in 15 to 30 amp. sizes 










PROFITABLE for you 


because it permits adding more appliances to present circuits; 
The circuit can be loaded right to capacity with perfect safety 
— and without needless blows even when motors are started. 
Lae often saves the expense of a new circuit and helps close 
a sale. 









Stops dangerous overloading of circuits 


Since it is practically impossible to replace the fustat with 
anything but another fustat of the correct size — circuits can- 
not be loaded beyond safe capacity. If additional circuits are 
needed the user cannot readily side-step the issue by overload. 
ing the circuit at the sacrifice of safety. 









Reduces loss of time and money on 
neediess “‘blown-fuse’’ service calls 


When a fuse blows on a starting current everybody loses. 
The user’s service is off . . the service man may be dragged 
away from more profitable work . . . the full cost of the call may 
not be collected if the user kicks about paying it just to have a 
fuse changed . . . the whole electrical industry loses because 
needless interruptions of service are costly, annoying and un- 
necessary. The fustat stops this senseless waste by eliminating 
such “false-alarm”’ service calls. 








he FUSTAT 





FOR FULL INFORMATION WRITE TO ANY OF THESE 


BUSSMANN MFG. CO. 
University at Jefferson, 


St. Louis, Mo. 


Bellwood, Ill. 
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JEFFERSON ELEC.CO. KIRKMAN ENG.CORP. NATIONAL ELEC. PDTS. CORP. 
121 Sixth Ave., 
New York City 





FIRMS 

UNION INSULATING CO. 
277 Broadway, 
New York City 





Fulton Bidg., 
Pittsburgh, Pa. 
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LINEMEN’S BLANKETS - SPLICING COMPOUND - TAPE - SWITCHBOARD MATTING 








TO SELL 


CLOSE-COUPLED PUMP 

















FEATURES . . . Close-coupled centrifugal 
motor pump, for capacities up to 25 
gallons per minute and heads up to 250 
feet at speeds of 1750 and 3460 r.p.m. 
DETAILS . . . Pump is single suction. 
Pump and splash proof motor are 
mounted together. Can be used for 
portable as well as stationary operations. 
Pump can be installed in any position. 
MADE BY Gardner-Denver Co., 
Quincy, Ill. 





CONTACTING METER 





FEATURES ... For use where control or 
limit indication of electrical circuits is 
desired without affecting accuracy of in- 
dicating instrument. DETAILS . . . Model 
837, with magnetic contacts, can carry 
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PRODUCTS 


Contacts 
adjustable. Available are frequency 
meters; voltmeters or ammeters; power 
factor meters; wattmeters and thermo- 
meters. Model recommended for alarm 
purposes, etc., where manual reset type 
can be used. Model 838 has non-mag- 
netic contacts which require no manual 
reset. MADE BY .. . Weston Electrical 
Instrument Corp., Newark, N. J. 


five watts at 110 volts a.c. 





TANDEM RHEOSTAT ASSEMBLY 








FEATURES . . . For control of electrical 
apparatus where several circuits are to 
be simultaneously varied. DETAILS ... 
Assembly consists of four rheostats rated 
at 1000 watts each. Overall length is 
3’ 2” and height is 15'/g”. Assembly 
intended for motor drive and is equip- 
ped with separate bearings on end 
plates. MADE BY ... Ohmite Manu- 
facturing Co., 4835 Flournoy St., Chi- 
cago, Illinois. 





LIGHTING FIXTURE 





FEATURES. . . . Provides high intensity 
illumination, controlled and diffused to 


DETAILS . . . Three 
holes at either end for continuous light- 
ing if desired. Green porcelain outside, 


eliminate glare. 
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white inside. Glass panel (flashed opal 
or daylight) is supported in heavy gauge 
steel frame, cadmium plated and alumi- 
num lacquered. Two twin porcelain 
sockets spaced 18” on center. Dimen- 
sions—18” wide, 36 long”, 934” high at 
center. MADE BY .. . Day-Brite Light- 


ing, Inc., St. Louis. 


—————-COMBINATION FIXTURE 





FEATURES . . . Mercury vapor-incandes- 
cent lighting fixture. Mercury lamp sur- 
rounded by incandescent lamps which 
mixes yellow-green of former and red 
rays of latter. Diffusing glass cylinder 
prevents glare. DETAILS . . . Porce- 
lain enameled reflector (24”) is white 
inside, green outside. Equipped with 
either clear or diffusing Glastite protec- 
tors. Reflector removable from hood. 
MADE BY .. . Goodrich Electric Co., 
2900 N. Oakley Ave., Chicago. 





ATTACHMENT PLUG 





FEATURES . . 
and permanently in unbreakable insert. 
No rivets. DETAILS ... Connections are 
inside where they are protected. Fibre 


. Blades are held firmly 











































cord grip ring which keeps tension off 
terminals, is placed on cord with pliers 
and is removed same way. Fits standard 
receptacles. Baked lacquer finish. MADE 
BY .. .. The Ericson Mfg. Co., 5716 
Euclid Ave., Cleveland. 


TRANSMITTER CAPACITOR 


FEATURES ... Radio transmitter capaci- 
tor for use under severe humidity and 
temperature conditions. May be oper- 
ated continuously at voltages not in ex- 
cess of 10 per cent above rated value. 
DETAILS ... Small in size. Treated and 
filled with Pyranol, a noninflammable, 
nonexplosive liquid dielectric, then her- 
metically sealed in metal containers 
which resist corrosion. One model rated 
at 500 volts, d.c. at | mu f. Others at 
1000 volts, d.c. at .01, .05, .10, .25 and 
50 mu f. MADE BY ... General Elec- 
tric Co., Schenectady, N. Y. 


SECONDARY SWITCH BOX 





FEATURES . . . Secondary circuits can 
be connected or disconnected without 
removing box cover. Three pole, 600 
volts, 500 amperes. Two-way with one 
set of gang operated links. DETAILS... 
Boxes kept oil, moisture and air tight 
by gasketed joints and shaft oil seal 
rings. Usable either air-filled for non- 
load break or oil-filled for full-load 
break. Catalogued as type ARA. Type 
ARA-2 is three-way. MADE BY ... 
G & W Electric Specialty Co., 7780 
Dante Ave., Chicago. 
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Molded ‘’Tbread-on"’ 


Connector 


Conex ‘‘Thread-on’’ 


Connector 





Porcelain ‘'Tbread- 


on’ Connector 


IDEAL COMMUTATOR 
DRESSER CO. 
"Ideal" and “Excel” 
WEISS & BIHELLER 
MDSE. CORP. 
"Simplex" and "Conex" 


WIREMOLD COMPANY 





SELLING IN VOLUME because: 


f 
(EDO FIVE 





TIMES 


Everytime! 


( Underwriters’ Laboratories, Inc. 
Y Architect 

(A Electrical Contractor 

(A City Inspector 


by\ = 


Why are leading wholesalers selling millions 
of "Thread-on"™ Wire Connectors? 


Here's why: 


“Thread-on" Connectors are accepted as 
"standard" by the electrical industry because 
they make uniform, perfect connections. They 
are simply constructed, easily and quickly 
applied—convenient to use and require no 
open flame torches or other heating equip- 
ment. Approved by Underwriters’ and other 
leading Barre authorities. 


“Thread-on" Connectors are classed as a 
specialty and offer a good margin of profit. 
They are furnished to the electrical trade 
through electrical wholesalers. 


“Thread-on" Connectors are covered by 
basic patents, upheld in Federal Court suits, 
to protect the business volume you develop 
al Oe stock you carry. 


“Thread-on" Connector sales have been 
built up by millions of printed sales messages 
and idee promotion efforts by the five manu- 
facturers listed below. 


Millions in Use! 
Manufactured by 


BRYANT ELECTRIC CO. 
“Bryant” 


GENERAL ELECTRIC CO. 
"6.2." 


Bridgeport, Conn. 
Bridgeport, Conn. 


Sycamore, Illinois 


584 Broadway 
New York, N. Y. 


“Wiremold" +1 
Harttord, Conn. CONEX 
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CIRCUIT BREAKER 





FEATURES . . . Double break circuit 
breaker for 125 volt, a.c. or d.c. service 
in capacities from 6 to 50 amp. Assures 
automatic, positive protection against 
short circuits or sustained overloads. 
Time lag characteristics prevent needless 
interruptions when momentary overloads 
occur. DETAILS . . . Bi-metallic thermal 
type. Non-closeable on short circuits or 
overloads. MADE BY ... Frank Adam 
Electric Co., St. Louis. 





GLUE POT 





FEATURES .. . Automatic water jacketed 
glue pot. Thermostatic control of heat 
to maximum of 150 degrees, with control 
to prevent overheating glue. DETAILS 
. . « From cold to heated in 45 minutes. 
Heating element easily replaceable. Sup- 
plied for 110-120 volts or 220-230 volts. 
No. 1810, one-quart capacity is_ illus- 
trated. Lists at $10.50. One-half pint 
and pint sizes also available. MADE BY 
. « « Vulcan Electric Co., Lynn, Mass. 





GROUND BUSHING 





FEATURES . . . Available in brass or 
aluminum alloy types. DETAILS ... Set 
screw to adjust bushing at any point. 
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Long screw and washer under which 
ground wire may be folded. Buff pol- 
ished finish, MADE BY ... B. Hart- 
man 708 W. Esther St., Box 708 W. 
State St., Long Beach, Cal. 


TEST OSCILLATOR 














FEATURES . . . Unit equipped with cir- 
cuit providing automatic amplitude con- 
trol at any required level from one to 
100,000 micro-volts. Designed for oper- 
ation from any 110-120 volt, 60 cycle, 
a.c. line. DETAILS . . . Direct reading 
330-degree dial, with six frequency 
scales averaging over a foot in length, 
is individually calibrated with hand 
drawn scale divisions. Covers all fre- 
quencies from 50 kilocycles to 30 mega- 
cycles on six wave bands. Four tubes 
used in circuit. MADE BY ... Weston 
Electrical Instrument Corp., Newark, 
N. J. 





RANGE SWITCH 





FEATURES . . . Range switch with un- 
fused main. Externally operated main 
switch for safe replacement of branch 
fuses. DETAILS . . . Measures 10!/2” x 
B'/.” x 3'/2”. Line and load may be 
brought in either at top or bottom. 
Eleven 11/45” and six %4” concentric 
knockouts. Main switch may be sealed 
in “off position. The range ‘Fused- 
break" has "on" and “off” positions and 
is dead front. Contacts recessed be- 
neath surface. Self ventilating. MADE 
BY . . . Square D Co., Detroit, Mich. 


INSULATOR 








FEATURES . . . Provided with clamp 
for holding conductor in position elimi- 
nates need for tie wires. Free from 














radio interference at voltages 1.4 to 3 
times normal line to ground voltages 
DETAILS . . . Malleable iron casting 
is cemented into porcelain head. Clamp 
proper rests on two pintles in this cast- 
ing, allowing a teeter-totter movement 
of clamp. Two carriage bolts hold clamp 
to casting. MADE BY . . . Ohio Brass 
Co., Mansfield, Ohio. 


CURRENT REGULATOR 





ios ee 


FEATURES .. For maintaining a con- 
stant current on a series lighting cir- 
cuit under all conditions of loading. 
Also meets impulse voltage conditions. 
DETAILS . . . High insulation strength 
and unchanging current regulation pro- 
vided by vacuum treatment of unit after 
it has been assembled in tank complete 
with oil. Available in sizes from 2 to 
30 Kw. with standard primary voltages 
of 2400 or 4800 volts and secondary 
current ratings of 6.6 or 20 amp. MADE 
BY . . . Westinghouse Electric & Mfg. 
Co., East Pittsburgh. 


ATTIC FAN 
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FEATURES . . . For cooling homes by 
exhausting hot air from living rooms 
through attic. DETAILS . . . 42-inch, 
two-speed fan. Motor is induction-run, 
resilient mounted with built-in thermal 
overload motor protector. Shaft 
mounted on thrust-type ball bearings, 
cushioned on rubber. Fan case, in 
which fan is shipped, forms part of 
plenum chamber. Furnished with six 
sponge rubber blocks for insulating 
from floor. In free air, operates on 
high speed at 275 r.p.m. and delivers 
12,800 c.f.m. On second speed oper- 
ates at 185 r.p.m., delivers 8,600 c.f.m. 
Lists at $151.50. MADE BY ... The 
Emerson Electric Mfg. Co., St. Louis. 


THE WHOLESALER’S SALESMAN — August 1938 



































A few of the products in 
the complete RACO e 
ALL-STEEL e PROD. 
UCTS line: 


I, |) 


= _qeerTOOPETRE 





No. DO-26N-JK 


Boxes with external 
clamps offer the maximum 
of wiring space. 






No. MCB * 


Bracket Switch Boxes— 
for all classes of cables 
and for conduit. 


241 


switch boxes 
with or without “twin 
brackets”—for all classes 
of service. 


Oversize 
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RACO-ALL-STEEL: PRODUCTS 
LET YOU RIDE W/7H THE WAVES 


The switch boxes, outlet boxes, cutout 


@ It’s easier to ride with the waves 
than against them. And in your business, 
it’s more profitable, too. 


Years of acceptance of RACO e ALL- 
STEEL e PRODUCTS, by the trade 
and user, provide a decided advantage. 
The recognition and acceptance of 
these products are saving salesmen’s 
time and increasing their income. You 
don’t have to buck a preference; you 
can ride along with it. 


The completeness of the line and 
advanced design enable you to meet the 
special needs of each locality with 


Raco e All-Steel e Products. 


boxes, cabinets, fuse cabs and conduit 
fittings which bear the famous RACO 
and ALL-STEEL trade-mark have a 
total of more than 40 years of experi- 
ence behind them. Modern, competent 
engineering which keeps pace with 
modern wiring trends is assurance that 
the nationwide approval accorded these 
products will be continued. 


Write for full particulars about the 
complete Raco e All-Steel e Products, 
today. 


There is no obligation, 


Distributed Nationally by 


ALL-STEEL-EQUIP COMPANY, INCORPORATED 
627 JOHN STREET e AURORA, ILLINOIS 


Factories: South Bend, Indiana e« Aurora, Illinois 






RACO - ALL-STEEL - PRODUCTS 


SWITCH BOXES 
CABINETS - 


OUTLET BOXES 
FUSE CABS 








CUTOUT BOXES 
CONDUIT FITTINGS 








NAMES 


annFACES 





E. V. Hickey Heads 
General Shaver Sales 


Edward V. Hickey is general! 
manager of the General Shaver 
Corp., makers of the Remington Rand 
Electric Shaver. He was formerly gen- 
eral sales manager of the Gillette Safety 


Razor Corp. 


now 


sales 


Nebraskans Form 


REA Wiring Group 


The Master Wiremans’ Association, 
composed of all men doing REA wiring 
in Nebraska, was recently formed in 
Columbus, Under the leadership of Roy 
Pennington, chairman, the association 
meets every weeks, affording the 
wholesalers a chance to meet the wire- 
are held in various 


two 
men, The gatherings 
towns. 


Stultz Vacations, 
Then Opens Branch 


Howard S. Stultz, president of the 
Hollywood Wholesale 
took a trip to Hawaii and returned 
optimism. It materialized into 
a branch 1761 W. Jefferson 


St., Los Ed Faeh is manager. 


Electric Co., 


full of 
house at 


Angeles. 


Harold Watkins and Les Wilson cover 
the territory, working from the new 
house. 


White Electric 
Moves To N Street 


The White Electric Co., Lincoln, 
Neb., is going through the alphabet. 
The firm has moved from 1415 M Street 


+ G77 «Al > an 
to 1522 N Street. 


]. A. Cranston 
Retires From G. E. 


James A. Cranston, one of the early 
electrical pioneers of the West, has 
called it a day and sent in his resigna- 
tion to the General Electric Co. He 
spent 49 in the business and at 
the time of his retirement was commer- 


years 


16 


cial vice president of the company at 
San Francisco. In the spring of 1889, 
he began selling electrical equipment for 
the old Thomson-Houston Co., at St. 
Paul. When this organization was pur- 
chased by General Electric in 1892, Mr. 
Cranston became manager at Portland, 
Ore. In 1923 he went to San Francisco 
as Pacific Coast manager and _ vice 
president. 


Mercoid Moves 
New York Office 


The New York office of the Mercoid 
Corp. is now located at 330 W. 34th 
St. It was formerly situated at 90 West 
St 


t. 


EMF In 
Photo Business 


For the past several years the EMF 
Electric Supply Co., Cambridge, Mass., 
has been increasing its interest in photo 
supplies. The business grew fast, so the 
firm acquired the adjoining store at 428 
Massachusetts Ave., to handle this busi- 
ness. It is known as the EMF Camera 
Exchange. 


Independent Too! 
At Los Angeles 


The Independent Pneumatic Tool Co. 
has opened a branch at 
6200 E. Slauson Ave., Los Angeles. B. 
J. Herron has charge of the office. He 
has been covering the western part of 
the country for 12 years. Before that he 
spent six years in the Pittsburgh 
territory. 


sales-service 


New Building— 
Cleveland Tungsten 


The Cleveland 
is settled 


Mfg. Co. 
down in a new one-story 
building at 10200 Meech Ave., Cleve- 
land The firm specializes on the 
manufacture of tungsten products. 


Tungsten 






TROUT STREAMS don’t grow them 
quite that large. But Guy E. McKnight 
was down around Key West, recently 
when he threw his line out. And just 
like that he hit this 135-lb. tarpon. 
Then the battle started, but Guy was 
stronger—believe it or not! He is 
Dailas manager for Plymouth Rubber. 


E y = | is i i 


OH FOR THE LIFE of a Massachusetts 
salesman — white flannels, seashores 
and all the trimmings. Yes sir! E. R. 
Howe is the man in question. He is 
head salesman at Graybar’s new 
house at Springfield. 





GRINS AND SUNSHINE from out Los 


Angeles way. Max Rosen, head man 
of Incandescent Supply Co., comes 
forth with the grin. The sunshine 
was just there as usual. 
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VARNISHED CAMBRIC e RUBBER POWER CABLES e BUILDING WIRE © RADIO 


IN THE 
NATION'S 
CAPITAL 


e BARE WIRE 


MAGNET WIRE 


Elec. Contr. H. P. Foley Co., 
Washington, D. C. 


USED THROUGHOUT 


IN THE 


BUREAU 


OF 


ENGRAVING AND PRINTING 


Treasury Department . . . Washington, D. C. 


The great amount of machinery and precision equipment in this magnificent building (one of the 
largest ever erected by the U. S. Government) taxes wires and cables to the utmost. To insure 
maximum dependability, CRESCENT ENDURITE INSULATED WIRE AND CABLE, designed to meet 
excessive temperature and aging conditions, and CRESCENT VARNISHED CAMBRIC POWER 
CABLE, to feed the presses, were given the job of carrying this essential load. If you have 
similar conditions to meet and want to be sure of uninterrupted operation, put the job up to 


CRESCENT. CRESCEN7 


INSULATED WIRE @®) \\ & CABLE CO. INC 
TRENTON, \ 4 NEW JERSEY 


Jobber Co-Operation—A Permanent Policy 


< 
< 
B) 
2) 
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O 
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¢ 
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RESCENT ENDURITE SUPER-AGING INSULATION ® WEATHER PROOF WI 
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NOW VICE-PRESIDENT. 


Walter Wil- 
liamson, who has been manager of 
Wesco’s supply sales since 1930, has 
been elected vice-president of the com- 
pany. In his new position, he will 
supervise the development of the ap- 
paratus and supply business, both as 
to operations through the company’s 72 
branch houses and relationships with 
suppliers. Mr. Williamson has been in 
the supply business since 1910. He 
was manager of the eastern district 
for Wesco until he was transferred to 
headquarters as supply sales manager. 


England Heads 
NEWA On Coast 


Henry England, president of the Gil- 
son Electrical Supply Co., Oakland, is 
the new chairman of NEWA’s Pacific 
Coast section. He succeeds Burrell 
Manuel, Wesco manager at Los Ange- 
les. He presided at the Del Monte 
Convention on July 7, 8 and 9. 


Hawkins & Hagen 
Takes Reflector Line 


The salesmen of Hawkins & Hagen 
Electric Sales Co., St. Louis manufac- 


turers’ agents, are now pushing the 
products of the Pittsburgh Reflector 
Co. 


Skiff Retires 
From Nela Park 


Warner M. Skiff, who was with Gen- 
eral Electric for 32 years, has decided 
to call it quits and retire to southern 
California. At the time of his retire- 
ment he was manager of the Nela Park 
engineering department, a job he held 
since 1912. 


G.E. Announces 
Lighting Courses 


The General Electric Institute at Nela 
Park has announced three lighting 
courses for this fall. The boys who 
know a lot about lighting already, will 
convene from September 12 to 16 for 
the advanced commercial and industrial 
lighting course. The ambitious begin- 


48 


ners will be there from October 17 to 21 
for the elementary facts on industrial 
and commercial lighting. Then ele- 
mentary courses for homelighting ad- 
visers will be held from August 17 to 
19 and from October 10 to 12. 


Buttalo Sees 
Night Baseball 


On Saturday night, June the 
Buffalo League of the Niagara Frontier 
and the Buffalo Baseball Club held a 
celebration. It was the League’s annual 
electric night and the occasion for the 
turning on of the new improved light- 
ing system. The electrical boys had 
their own band, cheer leaders, 
pop and peanuts. So it was a big time. 


2), 


songs, 


Kansas City 
Holds Outing 


The Electrical League of Kansas City 
held its 12th annual family picnic on 
July 15 at the Ivanhoe Country Club. 
There was something for everyone— 
golf, bridge, treasure hunt, swimming, 
races. And all the time the camera 
was grinding away, so the picnickers 
can’t forget the affair. The picnic sup- 
per didn’t end the day, for from 9 to 
12 they took to the dance floor. 


Chicago To Talk 
Home Lighting 


\ two-d Home Lighting Confer- 
ence will be held at the Chicago Light- 
ing Institute on August 25 and 26. It 
is sponsored by the Institute and the 
Chicago section I.E.S. Residential 
Lighting Forum. Discussions will 
cover all phases of lighting, also allied 
subjects such as adequate wiring. 


ay 


Twelve Cities 
Certify Wiring 


Twelve cities have been licensed by 
the National Adequate Wiring Bureau 
to issue certificates for approved wiring 
jobs. The most recent additions to the 
list are Alexandria, Va., Cincinnati, 
Omaha, and Salt Lake City. Those 
licensed earlier were New York, Phila- 
delphia, Washington, Charlotte, Birm- 
ingham, Memphis, Tri-Cities and Los 


Angeles. 
Kansas Electric 
Opens At Topeka 
The Kansas Electric Supply Co. 


opened its doors sometime ago at 524 
N. Kansas Ave., Topeka, Kan. W. W. 
Metzenthin, formerly of American 
Electric, and C. A. Anderson, formerly 
of Bussmann, are running the organ- 
ization. They are selling for All-Steel, 
Youngstown, Crescent, Killark, Bull 
Dog, Colt, Hemco, Wheeler Reflector 
and National Electric Products. 





George Gray 
At New Address 


George Gray, manufacturers’ agent 
for the Wiremold Co. and Edwards & 
Co. in northern California, has moved 
to a new location at 2720-17th St., San 
Francisco. His old address was 1250 
Folsom St. 


Don Benson 
Managing Editor 


Members of the electrical wholesaling 
industry will be interested in the ap- 
pointment of Don Benson as managing 
editor of this magazine. He brings to 
us a background of varied experience in 
the electrical wholesaling and manufac- 
turing fields. For the past three years 
he was sales manager of the Electrical 
Controls Division, Thomas A. Edison, 
Inc. From 1927 to 1935 as Manager, 
Power Apparatus Sales, he directed ap- 
paratus activities of the Graybar Elec- 
tric Co., New York District. 





Don Benson 


Upon graduation from lowa State 
College in 1916, Benson went to work 
for the General Electric Co., in Sche- 
nectady. A commercial engineer in the 
company’s Western Electric Depart- 
ment, he became wholesaler-minded and 
in 1921 joined the Western Electric Co., 
Supply Department, as assistant to the 
General Power Apparatus Sales Man- 
ager; later serving as Power Apparatus 
Specialist and as Lighting and Line 
Material Specialist in Graybar’s Detroit 
House. 

John H. Frederick has resigned as 
managing editor of this paper to re- 
sume his practice as a consultant on 
marketing problems. 


Stratton & Terstegge 
Adds Men And Space 


Stratton & Terstegge Co., Louisville, 
has added J. Blaine Taylor to the sales 
force to cover eastern Tennessee. 
Walter Sharp has been upped from in- 
side selling to eastern West Virginia. 
The company has also enlarged its 
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“SOUNDS GOOD IN THEORY.” 
Curtis Disney, “but too often the day’s 


says 


planning goes out the window”. Dis- 
ney sells tor G. E. Supply at Wash- 
ington, D. C. He likes to work out 
schedules ahead of time, but when he 
gets those rush calls, there goes the 
plan. Yep, It sounds good on paper. 


warehouse and installed two fast freight 
elevators. Display rooms have been 
remodeled and offices redecorated. So 
they are all set for the fall selling. 


Cooper Increases 
Force and Space 


Earl Cohen and Moe Himan are new 
names on the roster of Cooper Electric 
Supply Co., Boston. Himan was for- 
merly with Milhender-Afes. The firm 
has also increased its floor space and 
the Hamilton-Beach appliance lines 
have been added. 


New Man. Line 
For Elliott-Lewis 


Thomas F. Gilligan has joined the 
sales force of the Elliott-Lewis Electric 
Co., Philadelphia, as appliance salesman 
in Trention and the northeast section of 
Philadelphia. The company has also 
been made exclusive distributor for the 
Wilcox-Gay radio line. 


Crane Takes 
Shaver, Fixture Lines 


The salesmen of Crane Electric Parts 
& Supply Co., Reading, Pa., are now 
pushing Monarch electric shavers and 
Kayline residential and commercial fix- 
tures in their territories. 


Gilligan Upped 
By Philco 


John F. Gilligan, who has managed 
Philco’s specialty division, has been pro- 
moted to head of the company’s farm 
radio and radio-phonograph divisions. 
He will direct and supervise sales and 
advertising of these products. 
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Lamp Show 
At New York 


Lamps of all sizes and shapes were 
displayed on five floors of the Hotel 
New Yorker from July 18 to 22. It was 
New York’s annual Lamp Show and 
150 manufacturers displayed some 
50,000 lamps to the visiting buyers. A 
new feature of the show was the Lamp 
3uyers’ Idea Bureau, which offered 
suggestions in merchandising, advertis- 
ing, stock control and pricing. 


Vancouver Picnics 
At Bowen Island 


The Vancouver Electrical Association 
held its third annual picnic at Bowen 
Island on July 23. The entire industry 
was on hand to join in the program 
staged by Chairman J. D. Carmichael. 


Baltimore Gas 
In New Building 
The Baltimore Gas Light Co. 
opened at its old location, 111-113 East 
Lombard street, Baltimore, on July 18. 
The building was destroyed fire 
several months ago and has been com- 
pletely rebuilt with modern equipment 
and facilities. While the building was 
being reconstructed the firm had tem- 
porary quarters at 106 South street. 
Clayton N. Triplett, Alfred G. Triplett 
and Clayton N. Triplett, Jr., conduct 
the business. 


So 


by 


G. E. Promotes 
Haas, Nungesser, Rademacher 


Orville Haas, Ralph Nungesser and 
W. H. Rademacher have been made 
division sales managers by General 
Electric’s lamp department. Formerly 
assistant manager at New York, Haas 
heads the Continental division at 
Philadelphia. He succeeds J. H. O’Brien 








who continues in an advisory capacity. 
Nungesser, until recently with the St. 
Louis office, is manager of the South- 
western division at Dallas. He replaces 
H. P. Puckett, who continues there as 
an advisor. Rademacher, formerly as- 
sistant manager at St. Louis, has been 
upped to boss of that division. He suc- 
ceeds C. W. Bender, who retired after 
29 years with the company. 


New York Launches 
Wiring Campaign 


Some 600 electrical men gathered at 
New York’s Astor Hotel June 28, to 
launch the Adequate Wiring Program 
locally. The campaign is being spon- 
sored by the Electrical and Gas Asso- 
ciation. Speakers at the luncheon were 
W. E. Sprackling, Anaconda Wire and 
Cable Co., Herbert Metz, Graybar Elec- 
tric, E. F. Jeffe, Consolidated Edison, 
L. E. Latham, E. B. Latham & Co. and 
Lawrence Davis, NECA. A. Lincoln 
3ush, president of the association, was 
toastmaster. 


Kohnstamm Heads 
New Department 


Westinghouse recently organized the 


agency sales department with F. R. 
Kohnstamm as manager. He _ head- 


quarters at Cleveland and will continue 
to head the lighting division there. The 
new department will develop sales vol- 
ume for all apparatus, other than do- 
mestic equipment, lamps and certain 
other products. 


Southern Electric 
Adds Men, Lines, Space 


Things are moving at the Southern 
Electric Supply Co., Houston. Willie 
Schraeder, formerly of Westinghouse, 
is on the sales force, ranging through 
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BIG ROUND UP of the sales force of Tafel Electric Co., Louisville. 





Seated, left 


to right, B. T. Thornberry, W. A. Link, John E. Hensley, Paul Tafel, President, 


W. E. Gray and N. E. Pohlman. 


Standing, R. E. Weiser, William Richards, 


Clyde Allman, H. E. Bracke, A. H. Heywood, G. Bushey, E. L. Evans, Henry 
Reuling. B. S. Morris, Carl A. Klemm, Cliff Benz, C. L. Clark, George Lawler, 
Frank Andriot and George Sandy. 





central Texas. Jeff Bartlett is contact- 
ing city acccunts. This is a promotion 
from the counter. Charlie Mullenweg, 
who was in the warehouse, has been 
moved to the counter and his place is 
taken by Emil Beltz. 

The sales staff is also pushing three 
new lines—Toledo stocks and 
Stanley tools and Trimo wrenches and 


dies, 
chain tongs. The warehouse is being 
by 50 addition to the 
building. 


e 
Ay th ae 
enlarged with a 35 


rear of the 
Chicago Engineers 
Go Golfing 


lectrical maintenance engi- 
assembled at 


( hicago’s ¢ 


neers the Cog-Hill Golf 
Club on June 18th for a day of golf 
and dinner. Al Erickson of Youngs- 
town Sheet & Tube won low net with 


a 62 and Jack Braschler of G.E. Vapor 


Lamps gross with a 79. Star 


19th Frank 
Currie and his accordion, John Howard 


} 
OR low 


pertormers at the were 


and his banjo and Cal Callner and his 
1ano 

Denver League 

Has A Picnic 

Denver's electrical! industry turned 


ut in full force at Elitch’s Gardens on 
July 12. It the 
outing and dav. 
Harry 


program 


was League’s annual 
field And 
\dler put on a smooth running 


Chairman 


One of the high lights was 
in adequate wiring contest between two 

And the jobs had 
to meet the approval of City Electrician 
John Malpiede There was also a light- 
judging contest with I.E.S. lamps going 


crews of contractors. 


to the winners. 





HE’S WON IT but being a bachelor 


where's he going to use it? Some of 
the other boys feel that it might en- 
courage Walter Zepf to edge up to- 


wards the _ altar. Walt sells for 
Reichman-Crosby, Memphis, and he 
won the General Regulator fan by 


selling the most supplies over a four- 
month period. 
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WITH A FEW exceptions, most of the crew of H. D. Kulow, Utica, N. Y., were 
on hand. Standing, left to right, C. F. Kulow, L. M. Harrer, R. A. Jones, R. C. 


Kulow, 
Doran and Ray Moore. 


Vining Talks 

In Buffalo, N. Y. City 
Electrical League of the Niagara 
Frontier Buffalo Advertising 
Club held a joint luncheon June 21 at 
the Hotel Statler, to 


ind the 


hear Vernon E. 
Vining, manager of department store 
sales for Westinghouse. In his talk 
Vining urged manufacturers and dis- 


tributors to spend much of their time 
training retail sales persons, otherwise 


1 


their sales programs would lose much 
effectiveness And Vining brought 
along his showmanship tools to illus- 


trate how to teach them. Then on July 
13 he gave the same talk to the Sales 
Executives Club in New York City. 

Vancouver Firm 
Expanding Warehouse 


Prior, Ltd., 
wholesalers, are ereci- 


McLennan, McFeely & 
Vancouver, B.C., 


ing a five-story addition to their build- 
ing at 99 E. Cordova St, The addition 
is being made on top of the present two- 


story building. 


G. E. Veterans 
This General Electric is cele 
brating its 60th Anniversary and on the 
pay roll are 46 gentlemen who have 
been with the company almost since it 
was founded. Top honors go to C. J. 
Leephart who has been on the job 55 
vears. His closest rivals are R. S. Mc- 
Neil and C. N. Mason, who tied 


with 50 vears of service. 


year, 


are 


W. J. Hanley and G. S. Jameson are 
49-vear men. J. A. Cranston, A. F. Mac 
Donald, J. H. O’Brien and H. L. 
Schermerhorn have been on the job 48 


years. W. H. Colman, W. P. Ham, D. 


Alvina Brown and H. D. Kulow. 


In the front, Larry Hutchinson, Bob 


D. Homan, J. D. Myers, E. E. 
F. Schroeder and J. H. Tullius are 47- 
year men, 

W.R. Blanchard, W. R. Burrows, W. 
P. Carter, Earl Clowe, J. D. Freder- 
icks. C. F. George, C. W. Harbeck, 
C. S. Jameson, J. H. McGowan, Clark 
Orr, O. E. Turner, F. G. Vaughen, 
August Wassman and F. P. Wilson 
have been G. E.’ers for 46 years. 

C. J. Amo, V. E. Cadieux, T. S. 
Clark, H. R. Clute, J. M. Darke, H. G. 
Hamann, David Miller, Sr., H. A. Nye, 
Antoni Przybylek, B. F. Rudolph, R. A. 
Steers, J. W. Wakeham, G. M. Baumer, 
C. B. Benning, Frank Hoppman and 
L. A. Kirkman have been on the pay 
roll 45 years. 


Peasley, 


MEN ON 


THE MOVE 





Al Schuele is covering a territory for 
the Gruesel Distributing Corp., Mil- 
waukee. 

1 


Arlie Snyder is on the sales staff of 
the Kansas City (Mo.) Electric Supply 
Co. Previously he was with American 
Electric there. 

a 


Walter Dandie has been upped to gen- 


eral manager of Thomas A. Edison of 
Canada, Ltd. He headquarters at 
Toronto. 

& 


W. L. Corbet is now selling for Bull 
Dog Electric Products in the Baltimore 
territory. He was transferred from 
Scranton, Pa. 
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H. A. Cooch has been elected vice 
president of the Canadian Westinghouse 
Co., Ltd. He has been with the com- 
pany since graduating from the Uni- 
versity of Toronto in 1910. 


cd 


W. A. Meyer is out on the sales front 
for the Wetherbee Electric Co., Okla- 
homa City. Before joining Wetherbee 
he was with Cook Electric. 


* 


Tom Nichols has been promoted 
from the counter to local sales by Ber- 
nard M. Tower, Bridgeport wholesaler. 


oa 


Willis F. Dunbar is now connected 
with the San Francisco office of Bryant 
Electric. His territory reaches from 
‘Frisco to Bakersfield and from Reno to 
Salt Lake City 


* 


Al Purdue is lighting specialist for | 


Westinghouse Supply, San Francisco. 


Previously, he was with the Pacific Gas 


and Electric Co 


* 


E. Williams has joined the sales 
force of the Ace Electric Supply Co., 
Washington, D. C. He was formerly 
with Wesco there. 


R. L. Harper has been upped by 
Doubleday-Hill Electric, Washington, 
D. C., from stock and purchases to the 
sales staff. 


“Pop” Jones, for many years salesman 
for G. E. Supply, Baltimore, has re- 
tired and Elmer Schultz goes on the 
sales force. Elmer’s quotation work is 
taken over by Bob Sommerweck, who 
was at the counter. 





WITH BADGES and a pair of big grins, 
E. P. Markee, left, and Leonard Fryer 
had a big time at a San Francisco 
meeting recently. Markee manages 
G.E.’s lamp division at Los Angeles 
and Fryer heads sales for Graybar 
at San Francisco. 
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THE “FLEXIBLE FITTING” 


Here’s a fitting that opens up a 
wider field of sales. It is truly 
the last word in design and work- 
manship, with features such as 
larger wiring space, no ear lugs, 
unbreakable, and, of course, flat- 
back. 


IT’S INTERCHANGEABLE 


The OVALET, besides being made 
of the finest malleable to insure its 
strength, and its cadmium finish 
to protect against the elements 
of rust and corrosion, is designed 
to meet all requirements. Think of 
the vast field of sales operation 
afforded by this all-purpose feature 
and think of the wholesale satis- 
faction that this fitting will give to 
any task to which it is assigned. 


Stocked in Thirteen Major Cities 


Killark has added this line to its 
present one of more than 1500 
types and styles, to warehouse 
stocks in thirteen major cities, 
insuring prompt delivery and in 
many cases effecting a saving 
in freight rates. 


Write for Bulletin 


KILLARK 


ELECTRIC MFG. COMPANY 
Vandeventer & Easton Aves. 
St. Louis, Mo. 


THE TAPE FOR 


| 


A BREAK! | 





Hey Mac, the 
i boss said “Fix 
this break right 


this time,” so 





toss me up a 
roll of tape and 


make sure it's 


CLIFTON! 
niall 


nena 
\ 
> 














; CLIFTON 
f BRANDS 


i 
\ I ACE 
| STIXWEL 
CLIFTON 










CLIFTON 
COMING UP! 


Boy! Do 
what 
right”’ 


you know 
“Fix it 
means! 
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FIX IT RIGHT! 


Greater strength, proper compounding and | 
impregnation, correct adhesion and tack, | 
non-fray edges—All of these qualifications | 
found in Clifton Tapes make “fixing it | 
right” easy. 


THE BEST IN FRICTION 
TAPE SINCE 1888 


CLIFTON MFG. CO. 


INC. 


MATTAPAN BOSTON, MASS. 


| died July 2 





Send for prices and samples. 
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Fred Gusler is with the National 
Union Radio Corp. at Chicago as as 
sistant manager. He joins National 


Union after spending a number of years 
selling radio and sound for RCA. 


Earl Levy is out in the territory for 
the Roanoke house of Tri-State Electric 


Supply Co. He was previously with | 
Westinghouse Supply, Baltimore. 
* 

Arthur Shaw, Mike Glaubman and 
Walter Brunner are selling for Bruno- 
New York. Shaw was with R. H 
McMann, Inc., New York, Glaubman 
was selling for Bendix Home Appli 


ances and Brunner was with Stromberg 


Carlson. 
* 


Albert Petrino and Mac Margolis have 


joined Illuminating Electric, Chicago 
selling contractors and dealers. Ber- 
nard Liberman has been switched to 


industrial sales. 


OBITUARIES 


George E. Emmons 


George E. Emmons, 80, formerly 
manager of the Schenectady Works of 
the General Electric Co., and later vice- 
in charge of manufacturing 
company, died in Pasadena, 


president 
for the 
July 1. 
He joined the Thomson-Houston 
Electric Co. in 1886. Mr. Emmons was 
employed by this company and Genera! 
Electric until his retirement in 1924. At 
this time he moved to Pasadena, but 
was a frequent visitor to Schenectady. 


His last visit was in the summer of 
1937. 

Ira D. Leffler 

Ira D. Leffler, 49, manager of the 


Glasco Electric branch at Kansas City, 
2 of peritonitis, which fol- 
lowed an operation for appendicitis. 

Mr. Leffler was born in Indiana, later 
moving to Kansas City. For many 
years he was with the old Funsten Elec- 
tric Co., as sales manager. At the time 
of his death he was also serving the 
industry as vice-president of the Kan- 
sas City Electrical and Radio Associa- 
tion. He is survived by his wife, two 
sons and two daughters. 


Walter E. Young 


Walter E. Young, well know Cana-| 
dian General Electric executive, passed | 
away June 22, at his residence, follow- | 
ing an illness of several weeks. In his | 
52nd year, Mr. Young was a native | 
of Toronto. He was with the Cana- | 








Preferred 


by leading Utilities 
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Land “Industrials” 


The most careful buyers in 
the country use PENN-UNION 
conductor fittings, because of 
their reliability. 

Every PENN-UNION fitting 
is correctly de- 
signed, and care- 
fully tested. Every 
one is dependable 
mechanically and 
electrically. 













More 
than 
6,200 
items— 
For tube, 
bar, cable, 
or wire— 
and all 


combina- 
tions. 


Write 
for the 
PENN- 
UNION 
catalog. 


Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line — 


PENN: 


UNION 


Conductor Fittings 














dian General Electric Co. for 32 years, 
holding the position of manager of the 
apparatus sales department at the time 
of his death. 

Mr. Young was a member of the En- 
gineer’s Club, the American Institute of 
Electrical Engineers and the Weston 
Golf Club. He was a member of St. 
Paul’s Runneymede Church. Surviving 
are his widow, two daughters and two 
sisters. 




























Baltimore—Eastern section of Interna- 
tional Assn. of Electrical 
meets September 6 to 8. Southern sec- 
tion meets at Jacksonville, Fla., Septem- 
ber 12 to 14. Western section meets at 
Cleveland, September 19 to 20. North- 
western section at Spokane, October 3 
to 6. Southwestern section at Long 
Beach, Cal., October 10 to 12. 







Electrical Whole- 
at the Drake Hotel, 


Chicago— National 
salers Association 
October 17 to 21. 


. 
Chicago—U. S. Independent Telephone 


Association at Stevens Hotel, October 
18 to 21. Details from Louis Pitcher, 





























616 S. Michigan Ave., Chicago. 
+ 
Chicago—National Electrical Manufac- 


turers Assn. at Palmer House, October 


24 to 28. 


Detroit—National Electrical Contractors 
Assn. at Book-Cadillac Hotel, September 
12 to 15. 


French Lick, 
Assn. at 
September 
from Tom C. 
nal Bldg., 


Electric 

Hotel, 
Details 
Traction Termi- 


Ind.—Indiana 
French Lick Springs 
29 to October 1. 
Polk, 607 
Indianapolis. 





Lake Placid, N. Y—Empire State Gas 
& Electric Association at Lake Placid 
Club, September 15 and 16. Details from 
G. H. Smith, Grand Central Terminal, 


New York. 











Minneapolis—Illuminating Engineering 
Society at Nicollet Hotel, August 29 to 
September 1. Details from A. D. Cam- 
eron, 51 Madison Ave., New York. 


Rochester, N. Y.—The Electrical Assn. 
is sponsoring a Construction Materials 
and Commercial Lighting Equipment 
Show, October 4 to 6. Details from 
E. J. Kramer, 1212 Lincoln-Alliance 









Bldg., Rochester. 












Yellowstone Park, Wyo.—Rocky Moun- 
tain Electrical League at Canyon Hotel 
and Lodge, August 29 to 31. Details 
from George Lewis, Gas & Electric 
Bldg., Denver. 












MEETINGS AHEAD 


Inspectors | 


DOUBLY 
PROTECTED 


against 
WEATHER EXPOSURE 


Maximum protection against the 
constant attacks of the elements is 
assured by the double-thick coating 
of zinc spelter applied by the Oliver 
Special Hot Galvanizing Process. 
That is why Oliver has been a standard 
specification among economy-minded 
transmission line engineers for more 
than 40 years . . . why Oliver Pole 
Line Materials deliver the maximum 


service per dollar invested. 









vo 
(caren lees s 
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—- 


OLIVER IRON AND STEEL 
CORPORATION 


PITTSBURGH - PENNSYLVANIA 
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OLIVER am 


APPROVED AND 
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Cake Line Wlalerial 
PERFECTED PRODUCTS OF OVER FORTY 
YEARS OF ENGINEERING AND RESEARCH 


m* MATERIALS 


i SINCE 





What About 
The New Lamps? 


In the trade they’re wondering what 
effect on the new fluorescent 
lamps will have. Manufacturers 
nounced last month. As it looks 
now the lamps will not replace 
the filament lamp for general use right 


business 
an- 
these 


new 


away. Their immediate market is for 
high-intensity decorative tint lighting. 
Ultimately, however, these new eff- 


ciencies will find their way into offices 
and They will supply much 
larger quantities of light at little or no 
increase in and without increase 
in temperature. An advantage is that 
they can be used in the present wiring 
system. But they 
cepted by the public these new intensi- 
ties will require a new design of fix- 
tures and a new lighting use education. 


—Electrical World 


homes. 


cost 


before will be ac- 


Ideas Beat Price 


Here's a tip to pass on to contractors. 
There is one sure cure for price com- 
petition—ideas. Interest the customer 
in the features of his wiring that he will 
enjoy and he stops talking about cost. 
That will save many a job. Suppose a 
customer does have a slightly lower 
bid? Turn the talk to added outlets, 
remote control, a master switch, gener- 
ous wire size. Interest him in the fact 
that these things included in a higher 
bid are worth more—like extra gadgets 
on the car. Make him want ’em 
and the trick is turned.—Electrical Con- 
tracting 


new 


Buyers Are 
Not Enemies 


Get over the idea that those who are 
on the buying side of the 
your enenes. 


fence ar¢ 
The buver is onlv doing 
he buyer is only doing 
in not buying, 
just as you are doing yours as a sales 
man when you try to 


his duty as he sees it 


him. The 


buyer is no more your enemy when he 


sel] 


54 











says “no” than he is your friend when 
he says “yes”. He says “no” or “yes” 
to a business proposition as he sees it, 
and you have no right to be resentful 
over the fact that he turned you down. 
—Sample Case. 


Market Turnover 


The American market turns over each 
ten years. Each year there are 2,500,000 
brides who begin a new life and want 
greater electrical comfort than ever be- 
fore. These don’t happen to say “ves” 
in any one locality. Marriage is uni- 
versal. This normal increment of the 
newly married, wanting the electrical 
best and freed from depression hazards 
so. that may live in their own 
homes, enlarges any local market to the 
size of what has been sold even in our 
best appliance years—if we will go out 
and sell them.—Sales Management. 


they 








Wait Joe! 
soup blowing and speed 
up the courses.” 


Let's eliminate 











Sell The 
Children 


the and you sell the 
parents,” says an dealer. So he 
supplies the children with school bags 
each fall if they come to the store ac- 
companied by a parent. The bag bears 
the dealer's firm name and lists the 
leading appliances carried. The boys 
and girls like such practical gifts and 
their schoolmates want them too. So 
do the parents and the dealer gets busi- 
ness.—Hardware d 1ge. 


children 
lowa 


“Sell 


Self-Reliant Selling 


Salesmen learn through their own ex- 
periences and from the experiences of 
others. By reading and by word of 
mouth they can get the answers to many 


sales problems. Much can be learned 
from personal experience, but some- 
times lost sales might have been pre- 


vented had the experiences of others 
been considered—if the salesman had 
been a copy-cat. Use your own com- 
mon sense to solve your problems. But 
always remember that the experiences 
of other salesmen can be made profitable 
to you. Be a copy-cat at times—but 
not at all times.—Specialty Salesman 
Magazine. 


Repair Work 


Why do so many electrical contract- 
ors neglect 
pair work? It offers a chance to get 
into the home, the factory, the hotel, 


the chances offered by re- 


the commercial building—as a friend. 
Then the plant can be examined and 
new sales opportunities spotted. Since 


“getting in” is the first step in all sell- 
ing, remind your contractors not to ne- 
glect the repair business. It opens the 
door and a lot of time, thought and 


energy is saved.—Electrical Contracting 
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That's just one of the talks to be delivered 
anonymously by a masked speaker that will 
set every man thinking at the Annual Con- 
ference of National Industrial Advertisers 
Association in Cleveland, September 21-23. 
A second masked speaker will tell what he 
would do if he were a publication repre- 
sentative. 


We're not going to tell you much here—just 
highlight the program enough to make your 
mouth water and your brain tingle. 


T. M. Girdler, Chairman, Republic Steel Corp- 
oration, is scheduled for the opening address 
and when “T. M.” talks he says something. 


J. H. McGraw, Jr. will talk on “What I Would 
Do Now If I Were An Industrial Advertising 
Manager.” 


The new Publisher's Statement will receive 
full discussion. 


Clinic sessions, so popular last year, will 
again cover a wide range of interesting sub- 
jects. Two half-day sessions instead of one. 


A general conference session will cover such 
subjects as “Preparing the Plan”, “How to 
Gather Usable Material”, “Copy Technique”, 
“How to Sell Management”, “Co-ordinating 


Sales and Advertising” and “How and Why 
to Use an Industrial Agency.” 


Another session will deal with “Problems of 
the Small Advertiser’, “Production Prob- 
lems”, “Public Relations”—and there are 


many others. 


If I were an Advertising Manager, I certainly 
would start now to make plans to attend the 
16th N. I. A. A. Conference even if I had to 
hitch-hike to Cleveland. And I would send in 
my advance registration now to—Ed. Bossart, 
Bailey Meter Company, Ivanhoe Road, 
Cleveland, Ohio. 





IF I EMPLOYED AN ADVERTISING 
MANAGER-! would make certain that he at- 
tended this Conference, because changing times 





and markets demand a changed viewpoint—a 
new viewpoint that can be obiained only by 
hearing discussions by men whose experience 
is up-to-the-minute—right up to September 21st. 





























VVTIONAL IXDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET 


CHICAGO. ILLINOIS 
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THE BEST BUY 
—ASK US WHY 


SHAWMUT 
SHUR-LAG 


RENEW ABLE 


FUSES 


©he CHASE-SHAWMUT 
COMPANY 








NEWBURYPORT 
MASSACHUSETTS 


| giving 


Mow ‘Em Down 


Tired husbands can take heart. Re- 
lief from summer drudgery is in sight. 
A lawn mower martyr in Ossining re- 
cently went on a sit down strike, refused 
to ruin his golf muscles any longer by 
pushing a lawn mower. But the grass 
kept growing. His wife called in an 
expert who hooked a motor on it. A 
contractor installed some plug-ins about 
the lawn. Now friend wife just fol- 
lows the mower around. So here is 
outdoor wiring in a big way.—Electri- 
cal Contracting 


Make Ads. Work 


One dealer has a large bulletin board 
in his store with a blackboard square 
in the center. Around this square he 
tacks advertisements torn from national 
magazines. A sign at the top of the 
board reads: “We Handle These Adver- 
tised Products”. In the square in the 
center of the board the dealer writes 
with chalk and usually announces the 
special offering at a particular time. 
Customers who stand around the board 
to see the specials also see the national 
advertising and absorb facts that later 
make it easier to sell them.—Hardware 
Age 


MORE FACTS 


ON PRODUCTS 


| Air Conditioning — An 8-page booklet 





complete specifications and _il- 
lustrations of the use of their ventilators 
and exhaust fans has been issued by 
Victor Elec. Products, Inc., 712 Reading 
Road, Cincinnati. 


Vv 


Appliance Promotion—A sales manual 
has been issued by the Samson-United 
Corp., Rochester, N. Y., planned to help 
sales managers in the promotion of 
Samson-United appliances. It includes 
definite sales helps as well as specifica- 
tion sheets on each of the products. 


v 


Boxes & Fittings—Appleton Elec. Co., 
1701 Wellington Ave., Chicago. Bulle- 
tin No. 1022 illustrating Appleton outlet 
and switch boxes, conduit fittings, etc. 
A tab index aids reference to the various 
kinds of material listed in the bulletin. 


Vv 


Coffee Brewers—The Sheridan Electro 
Corp., 3241 S. State St., Chicago, have 
released their No. 6 catalog giving de- 
tailed descriptions and illustrations of 
their gas and electric coffee brewers, to- 
gether with stoves designed to go with 
them. Also included are toasters, 
warmers, and grills. 


v 


Conduit—Catalog No. 45 on Orangeburg 


food 


| Conduit for Cable Protection has been | 





YOU CAN’T GO WRONG— 
if you “*RELY ON RELIANCE” 


i 
ik 


i 


= 
== 
= 


i 





A complete line of thoroughly 
dependable quality time switches 
with innumerable exclusive fea- 
tures, giving you more time switch 
sales opportunities. 


For 28 years the name of Reli- 
ance has stood for the best in the 
time switch field. A good line to 
handle because profits are not 
eaten up by expensive come-backs. 


Write for full information on 
this profitable line. 


RELIANCE AUTOMATIC LIGHTING CO. 


1911 Mead Street Racine, Wis. 


WwW 2 OK 


ILSCO 


SOLDERLESS CONNECTOR 
No Costly Castings or Forgings 


ILSCO construction does not require the use of 
castings or forgings. That's one reason ILSCO 
Solderiess Connectors are so economical to buy 
. . « their utter simplicity makes them equally 
economical to use. Other ILSCO features: 
NO Set-screw contact 
NO flattening or separating 

of stranded wires 
NO limitation to one 
NO 


wire 
NO 























size 







special tools required 
shearing effect whatso 
ever. 


NO need for you to search any longer for the 
PERFECT Solderless Connector . . WE HAVE IT! 
Six Sizes Take Care of All Wires from No. 14 to 
1,000,000 CM 





FREE—A large display board 
bearing mounted samples of 
ILSCO tugs. Address Dept. WS 


ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 
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“Justifiable homicide, Watson... 





... Digby looked for his Buyers 
Reference for three hours... 
..« She was sitting on it” 


Too bad. Sally was a good stenog. But she was short — and that 
big blue and orange Electrical Buyers Reference brought her up 


to desk level. 


Of course she didn’t know that the Buyers Reference was old 
Digby’s right arm when it came to buying. He uses it constantly 


to look up manufacturers of electrical and allied products. 


Don’t sit on your copy of the Electrical Buyers Reference. Use 


The Looking-Up-Place for . : : . = . ‘ ' 
Sika tieatied it to get buying information — it will save you time and money! 


ELECTRICAL BUYERS REFERENCE 


ELECTRICAL CONTRACTING EDITION 
A McGraw-Hill Publication ” 330 West 42nd Street, New York 
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UNIT 


Units are modern 


Long Beam 
Floodlight 


mercial lighting needs. 


when contractors ask fo 


and watch your lighting 
grow. 


32 $0. PEORIA ST. 


represent the latest in lighting effi- 
ciency. There is a correct unit for all 
indoor and outdoor industrial and com- 


Be sure you can supply Quad Units 4 


Quad’s Wall Chart Selector which 
shows the complete line of floodlights \ 





MORE LIGHTING 


SALES... 


* Don’t overlook this complete line of 
Reflectors and Floodlights that satisfy 
users and make money for you. Quad 


in every detail and 


r them. Get 


unit sales = 


Duplex Dome Reflector 


QUADRANGLE MFG. COMPANY 


CHICAGO, ILL. 
























Orders hit an 


all-time high! 


DIRECTORY OF 
ELECTRICAL WHOLESALERS 


100% Revised 




















Additional Copies—$7.50 each. 





This directory provides sales managers, advertising managers 
and particularly field salesmen of electrical manufacturers 
with vitally important information on wholesalers’ operations. 
Every man having any contact or relations with electrical 
wholesalers should have a copy. It will save no end of “sales 
time” and answer day-to-day questions on problems of keep- 
ing the distributor picture up-to-date. Single Copy—$15.00, 


Order your copies today. 





e 330 W. 42 ST., NEW YORK 
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issued by the Fibre Conduit Co., 292 
Madison Ave., New York. There are 
illustrations and diagrams of the con 
duit (also fittings and accessories) as 
well as illustrations of its use. 


Vv 


Controls—Catalog No. 381, published 
by the Bull Dog Elec. Products Co 
Detroit, gives specifications and illustra 
tions of their complete line of controlling 
and distributing apparatus. 


v 


Crossarm Brace—Volume 15—No. 1 of 
the Hubbard Linebuilder, published by 
the Hubbard & Company, 6301 Butler 
Street, Pittsburgh, Pa., is a 4-page folder 
illustrating and describing in detail their 
new crossarm brace, furnished in 12 
styles. Installation diagrams for the va- 
rious styles of round braces are given, 
as well as general installation data. 


Vv 


Electric Cooking — General Electric’s 
Specialty Appliance Sales Division, 
Cleveland, Ohio, adopts the quiz method 
of teaching electric cooking. Answers 
to questions are found in booklet, “New 
Light on Heat.” Copies available at 


25 cents. 


1 
} 


v 


Fittings Price List—Midwest Elec. Mfg. 
Co., 1639 Walnut St., Chicago. A price 
book for box connectors, conduit fit- 
tings, outlet boxes, covers, bar hangers, 
and wiring devices. 


Vv 


Fittings Price List—Conduit Fittings 
Corp., Chicago. Catalog No. G151 in- 
cludes cost sheets for bushings, lock 
nuts, fittings for thin wall conduit, con- 
nectors, fixture extensions, hickeys and 
studs, switch plates, etc. 


v 


Lighting—Curtis Lighting, Inc., Chi- 
cago. “Recessed Lighting Equipment” 
features housed and unhoused units; va- 
riable light control; shallow and deep, 
large and small sizes; square and round 
shapes; louver and diffuser equipment; 
and information on simplified installa- 
tion and maintenance. 


v 


Wiring Devices—B. Hartman, 708 W. 
Esther St., Long Beach, Cal. Catalog 
No. 1 gives complete specifications and 
illustrations of this company’s line of 
electrical wiring devices, together with 
list prices. 


Vacuum Tubes— 
How, Why. Where 


“Handbook for Amateur Tube Uses” 
is the name of a 7l-page booklet giving 
the complete story on vacuum tubes. It 
tells what they are, types available, how 
to use them, and answers the many 
other questions confronting the ama- 
teur. (Raytheon Production Corp., 
Newton, Mass., $0.50.) 
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You Can Sell Electric 
Sign Shops 


CONTINUED FROM PAGE I/ 








In the sheet metal and the erection 
departments, it is common to give a 
workman groups of electric tools. He 
six electric 
a different 
size drill or with a brush, a hole saw, 


elbow 
with 


may have at his 


drills, each set up 
a hammer adapter or what not. This 


time | 


| 
| 
| 


speeds the work, as it saves 


needed for changing drills while the 
job is in progress. In the present | 
trend of this industry, the workmen | 
get high wages and their time is 
worth saving. 

Sign sales are made on performance 
guarantees and often with five-year 
maintenance contracts. Sell the kinds 
of parts and supplies which will cut 
maintenance costs. See the electrical 
engineer, the color specialist and the 


purchasing agent. 





Are You Ready 
For Him? 
CONTINUED FROM PAGE 16 








we have, but we must be sure of that. 
There is no performance data, only 
the salesman’s word. So we subject the | 
new equipment to abusive tests and | 
finally, if we approve it, we install it | 
with our fingers crossed, hoping noth- 
ing has been overlooked. The first 
company to buy a new item becomes 
the test laboratory for the entire in- 
dustry.” 

Much of the Public Service Com- | 
pany equipment is bought by specifica- | 
tion, on bid. It is close competition, | 
with often only a hairline between | 
two bids. Guarantees of replacements | 
on defective material mean nothing in | 
this Replacements are ex- | 
pected. And after all, what good is a 
replacement guarantee when the busi- 


business. 


ness is built on the policy of uninter- 
rupted service? That is no refuge for 
the salesman who calls on the power 
industry. 

Mr. traits 
that he likes in salesmen. He says: 


Lane mentioned two 


“T like a salesman to sit down, start 
talking and talk 
until the business is disposed of. And 


I don’t want him to bother us if he 
doesn’t have a new idea or a refine- 


business business 


ment in a piece of equipment.” 


August 1938 — THE WHOLESALER’S SALESMAN 

























3 POINT LANDING 


The skilled plane pilot knows that a 3-po'nt 
landing is the safest that can be made. Rome 
Cable Building Wire helps you to make a per- 
fect ‘'3-point’’ profit landing. Its superior 
quality and greater durability will help: |, 
bring you frequent reorders—2, boost your 
commissions—3, keep your customers satisfied, 
because of the better service it gives them. 


ROME CABLE QUALITY 






















Code, Intermediate 30° ¢ Slick finish for Quick and 
and Superaging « Approved Easy Pulling * Long Aging 
by the Underwriters’ Lab- Rubber Uniformly Smail 
oratories, Inc. N.E.C.S. « Diameters e Clean — Easy 





Stripping « Eight Clear Dis- 
tinct Colors 






Flame & Moisture Resistant 









PRODUCTS 


rele h3 elela: palalalcte. 


fe late! 









































No. 252-R 
TWO GANG BOX 








Two gang Adjustable Floor 

Box with No. 208 Recepta- 

cle in one One 

plate Flush 

Plug and the other 

plate with 2” Flush 
Brass Plug 






section 


with %” 






cover 
Brass 
cover 









Sell and install 
LATROBE —the com- 
plete line for res- 
idential, commercial 


and industrial work. 





Catalog on request 






No. 470 PIPE OR 
CONDUIT HANGER 


No. 284 DUPLEX 


RECEPTACLE NOZZLE 


‘ ' ; Pipe support can be 
Ww ith 1%” brass pipe ex- 9. turned freely, permit- 
tension. Neatest and U/ ting pipe to run paral- 
most compact fitting l \7 ° lel, or at right angles to 
pe enggenmn oy aon avail- beam. Eliminates drill- 
able wit %” pipe ex- ing or use of straps. 
tension. Fullman also . rill acco odate sizes 
offers Duplex Telephone LATROBE - pen®  % ” Sand’ ad me 

Nozzles. to steel-beams %” thick 























































RENEWABLE FUSES 
With the lemow: powder packed element 
KANTARK “ONE-TIME” FUSES 
With genuine fibre tubes (not paper) 
COLORTOP PLUG FUSES 
Color tolls the size 
TRICOMATIC PLUG FUSES 
With Deritin therme! Ome log siement 
KLIPLOK CLAMPS 
Lock tuses end clips together 
TEST CLAMPS 
For heery duty testing 
FUSE PULLERS 
Fon sabe handing of heres 


AUTOMATIC OILERS 
For motor, line shalt, otc 


Send for your copy of new Catalog 
Folder CPF-300 TODAY! 


TRICO FUSE MFG. CO., MILWAUKEE, wis. 
tm Canada—i RVING SMITH LIMITED —Montreat 


TRICO =: FUSES 


STOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS 


SUPERIOR 


SERVICE 
INSULATORS 











































a 
Wire Holder Insulators in 
various heights, diameters, 
and hole sizes . cad- 


mium plated screws, leaded. 
Also double and triple types 
of House Brackets . . . cad- 
mium plated bolts, cork 
washers and hot galvanized 
plates. 


WRITE TODAY for latest 
bulletins and low price lists. 


SUPERIOR PORCELAIN CO. 
Box 669 Parkersburgh, W. Va. 

















\ SHERMAN 
SOLDERLESS 


SERVICE 
CONNECTORS 


* Tough Bronze 
e Full thread engagement 
e No sharp edges 


e Large or small head 









Send for Bulletin No. 22. 

Our Engineering facili- 

ties are at your disposal. 

Backed by an old de- 
Pendable name .— 
Sherman. 


H. B. SHERMAN MFG. CO. °*r75,cs5« 
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PLYMOUTH RUBBER COMPANY 
FOR THE PERFECT SPLICE Camteee nes ™ 


A Plymouth Product 











—another way to show your fuse prospects 
how BUSS Fuses save money. 








READ WHAT 
Mr. W. G. Reichle 
has to say 
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—also remember this 


The big saving with BUSS Super-Lag 
Fuses comes from the elimination of need- 
less blows with their resultant costly shut- 
downs. 


The prevention of needless blows is ac- 
complished in BUSS Super-Lag fuses thru 
two scientifically worked out features :— 


The design of the FUSE-CASE is such 

that it guards the fuse link against 
possible injury while renewing the fuse— 
and it MAKES and MAINTAINS good 
contact on the fuse link. 


This prevents the fuse link being weak- 
ened either by some physical strain or 
by heating from poor contact. 


Given good contact in the clips, a 
BUSS fuse will carry continuously its 
full rating. Users are not annoyed by 
useless shutdowns that make machines 
and workers stand idle. 


The Super-Lag development in the 
FUSE-LINK. This gives BUSS 
fuses a long time-lag or retarded blow- 
ing point sufficient to hold harmless 
overloads such as those caused by two 
or more motors starting simultane- 
ously or a machine not getting up to 
speed quickly or other such common 
conditions. With BUSS Super-Lag 
fuses the circuit is not shut down 
needlessly. 


BUSSMANN MFG. CO. 
ST. LOUIS MISSOURI 


Division of McGraw Electric Company 





